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—_ 
“Made of Wovwtegsan Cibf, 


ce means extra selling power for you 


“h The ladies buy — and talk — and send more customers to you, when 
you fit them with shoes made of this famous vegetable tannage—AND 


.e. 9g fa) these 4 when you remember to tell them about these Norwegian Calf features: 
Beauly — with its rich, attractive hand-boarded grain and warm 
autumnal colors. 


Comfort — with a delightful plump softness that lasts as long as 
Tes the shoe, impervious to repeated wettings and dryings — with rela- 
rs) Women tive freedom from expansion and contraction due to wide humidity 
changes, varying only about one-third as much as ordinary leathers — 

with no free acids to affect sensitive feet. 


Foot Health — with absolute sanitation. The vegetable tanning process 
completely eliminates the possibility of harmful fungus growth in the 
leather. This is especialiy important in unlined shoes like the one illustrated. 
Of course, these properties are found also in Gallun’s other vegetable tannages, 
Cretan Calf and Eskimo Calf. So, for easier first sales, more repeat sales to 
women (and of course to men) look for the Gallun numbers in the catalogs of 
leading manufacturers and include them in your next order. A. F. Gallun & Sons 
Corporation, Milwaukee, Wisconsin. 


9 
4, "Peals to 
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WILLIAM PIDGEON of Pid- 
geon’s, Rochester, New York, tells 
us: 

“The trade, as a whole, wants to 
play fair. We all suffer when sharp 
practice is used. This means we 
must police our own House or Gov- 
ernment will have to do it to save 
the better elements in our craft. 


“A revival of business morality 
is in order. REcORDER editorials 
are a step in that direction. None 
of us sprout wings, but there is a 
line below which the trade must 
not sink.” 

GORDON EVANS of Lewis & 
Reilly, Inc., of Scranton, Pa., says: 

“It’s high time that the spotlight 
be turned on to those offenders who 
are setting such a low standard that 
undesirable legislation must be in- 
voked to compel them to observe 
moral and economic decency. My 
ewn opinion is that one editorial 
isn’t enough. A continuous crusade, 
going so far as to mention names, 
seems to be desirable. 


“While 1 cannot be considered a 
supporter of the New Deal admin- 
istration by any stretch of the im- 
agination, it seems particularly in- 
congruous to me that we should be 
blaming the New Deal for its failure 
to improve conditions when such 
situations exist in any particular 
industry. Why blame Roosevelt 
when we are worse offenders our- 
selves? 

“And this condition is not con- 
fined to manufacturing. Similar 
situations exist in retailing and they 
need attention. Any number of in- 
stances can be cited to show that 
many retailers are as bad as those 


manufacturers to whom you refer 
in your editorial. But unfortunate- 
ly, the authority of the Federal 
Government in Interstate Com- 
merce doesn’t reach to them.” 
* * * 

HA, D. ERK, advertising manager 
of Julian & Kokenge, Columbus, 
Ohio,, said in the Cleveland Plain 
Dealer : 
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“American shoe manufacturers 
make nine widths. Where a hun- 
dred lasts in a factory used to be 
sufficient, 600 are now necessary to 
take care of the different widths and 
combinations of widths and then 
this 600 lasts must be multiplied by 
two for right and left feet. This 


PRE BF 
wy 


story of greater comfort is a long 
story. Variation in widths is only 
one of the improvements made for 
foot comfort. 

“Tell the public not to be misled 
by some grading labels. If a shoe 
is to carry the stamp ‘all leather’ 
the government requires that every 
particle of material in that shoe be 
leather and some consumers believe 
they are getting the best shoe on the 
market when they buy a_ shoe 
marked ‘all leather.’ 

“Such may not be the case. For 
instance, when women began to 
drive automobiles you could usual- 
ly spot a woman driver on the 
street, in restaurants, or in social 
gatherings by her scuffed heels. 
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Well, du Pont developed a cellulose 
product made to simulate leather 
for covering heels. It doesn’t scuff. 
Yet a shoe that has this heel cover- 
ing cannot carry the stamp ‘all 
leather.” 

“Furthermore, wooden heels are 
lighter than leather heels. There is 
a Celastic box toe that is strong and 
resilient and manufacturers agree is 
superior to the old leather box toe. 
Yet these improvements prevent the 
use of the ‘all leather’ stamp. Shoe 
manufacturers are not so interested 
in making shoes as in making foot 
comfort. That is their contribution 
to better living for the consumer.” 


AN award of merit should be 
given annually to those outstanding 
shoe men who in the past year have 
made important contributions to the 
advancement of the craft, is the be- 
lief of Wilson Connolly, Pacific 
Coast salesman, Hotel Heywood, 
Los Angeles. He said: 

“An Academy Award issued an- 
nually by the American shoe fra- 
ternity to those of the craft who 
have made noteworthy contribu- 
tions to the advancement of our 
trade, would do much to encourage 
further activities of this nature. 
My nomination for what has been 
done this year follows: 

“George M. Shanklin, California 
Shoes, Ltd., Los Angeles, for his 
development of the woven shoes. 








This is one of the biggest extra 
pair developments in men’s shoe 
sales in years. Shanklin took a 
crude Mexican woven shoe as a 
basic idea and made a wearable 
shoe which was an instant success. 

“Dominick and Dominick of 
Liberty Street, New York, for their 
introduction of the antique fin- 
ishes on men’s shoes. This is an 
assured style trend for Fall, which 
is accepted everywhere. As a re- 
sult, brown shoes will far outsell 
the blacks for the first time in 


years. 

















—My friend Lucius Barnet told me 
this onel 

—Some years ago a manufacturer 
called at the leather sales room 
of Mr. X in Boston and asked the 
price of a certain grade of calf- 
skin. 

— "Twenty-four cents," was the re- 


—"But,” said the manufacturer, 
“your competitor sells it for 
twenty-two cents.” 

—"Why don't you buy it there?" 
asked Mr. X. 

— "Because he hasn't got any now.” 

—"Well," said Mr. X, “when | 
haven't got any my price is 
twenty-two cents." 


StU <a 


President 





“C. T. Cole of Cole, Rood & 
Haan and to John Curtis for their 
development of the Burley Brogue 
method of construction. Both these 
manufacturers have taken shoes 
with heavy edges and wide exten- 
sions and fashioned shoes as flex- 
ible as single soles. Previously the 
sale of heavy-soled shoes was throt- 
tted by the breaking-in process. 

“Louis A. Wheeler, United Last 
Co., Brockton, Mass., for the Dutch 
Boy trend. 

“Melville Kaufmann of Califor- 
nia Casuals, for his introduction of 
new types of men’s play and street 
shoes. 

“All of these five new ideas are 
responsible for increasing the men’s 
shoe business and making it com- 
parable with the women’s end. 
These men have really changed the 
buying habits of our nation over- 
night. Retailers have been forced 
to do real merchandising jobs in 
order to keep up with the new de- 
velopments, as they cannot stand 
still. These new thoughts in last, 
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pattern and construction are vital 
to the men’s shoe industry to keep 
it from stagnation and to keep pace 
with what is happening in the 
men’s sportswear field. These men 
have done something and should 
be recognized by our trade.” 


BR. R. WILEY of Wiley & Mc- 
Call, Edorado, Kansas, says: 

“We have felt that part of the 
solution to left-overs is in the hands 
of the manufacturers—if they 
would style and promote shoes that 
would give us a longer selling sea- 
son. We have few left-overs on 
our Fall and Winter buys and we 
had very few shoes to clean for 
three Spring seasons when we 
started selling whites in March. To 
buy a complete line of early Spring 
shoes for six weeks’ profitable sell- 
ing and to have to buy whites and 
Summer shoes the same way, makes 
it impossible to sell both buys. 
Our answer then, is to eliminate the 
cause and we will not have so many 
shoes left over.” 


* . ” 


KE. A. RICE of Rice Shoe Com- 
pany, LaCrosse, Wis., and past 
president of the Northwestern Shoe 
Retailers Association, says: 
“Something must be done—and 
done soon—if the rank and file of 
small shoe businesses are to sur- 
vive. We believe that the pendulum 
must swing back to more conserva- 
tive styles in order to allow the 
merchant a longer period of time 





worra LIFE 
— 





in which to dispose of, profitably, 
the merchandise that he has bought. 
Store traffic today is not what it 
used to be, and a merchant hasn’t 
the customers to work on that he 
formerly had—hence styles die even 
before he has an opportunity to 
get cost out of them, to say noth- 
ing of profit. This, ultimately, 
means the lessening of the capital 
structure of a business to the van- 
ishing point and handicaps him in 
buying an adequate stock with 
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which to do business. Stylists take 
heed.” 

2 * o 
SIDNEY WEBER of Janesville, 
Wis., writes us: 

“Three years ago the writer 
started a controversy in your very 
worthwhile magazine by making the 
statement that ‘no shoeman should 
ever guarantee to fit feet perfectly.’ 


Proponents of the Perfect Fit 
Theory became indignant and in my 
rebuttals so did I. 

“But now, three years later, I 
wonder how the exponents of per- 
fect fitting are doing. It would be 
well to have an expression from 
some as to how they got, or are 
getting, along with open toes, open 
backs—especially, of course, with 
open backs. We still have our time- 
worn sign on the wall which reads: 
‘No shoeman can honestly guar- 
antee to fit your feet perfectly,’ and 
it is not being left there because we 
are prejudiced or biased either. 

“We have another sign on the 
wall which reads like this: ‘If you 
wear the shoes you should keep 
them. Try them at home before 
soiling the soles.’ It is my conten- 
tion that shoe men have brought 
a lot of trouble down on their own 
heads, of which they wail at con- 
ventions and cry on each others’ 
shoulders — because the public 
doesn’t understand. For years I 
have believed we should develop a 
voluntary code among ourselves; 
we fellow shoe merchants, to elimi- 
nate some of this abuse which is 
heaped on by the public, which in 
turn has been caused in greater 
part by the boys who have been 
claiming through these past years 
that the customer is always right. 
It is time we took a little different 


course.” 
- * * 


MAUD MULLER 


Maud Muller on a Summer's day 

Was drawing pay of raking hay, 

But Maud, though neither drone nor fake, 
Leaned half the time upon her rake. 


The boss found out one torrid day 
And held up half of Maudie’s pay! 


“You loafing lump!” he bawled in rage, 

“You do not earn one-half your wage! 

The sun is glaring fiendish hot, 

It’s now or never, is it not! 

You know right well what prophets say— 

“When sun is bright then make your 
hay!’” 


“I'm sorry, boss!” said Maudie dear, 
“T’'d love to work in highest gear, 
But I can’t hustle, Shades of Pete, 
In shoes that murder both my feet! 
Buy me some shoes that fit, and then, 


” 


Tl rake more hay than seven men! 
—J. Edw. Tufft. 


QE pair per person per year— 
in Russia! Russia’s plans for the 
production of 150,003,000 pairs of 
footwear last year fell short of that 
goal by 5,000,000 pairs. The Com- 
merce Department’s Leather and 
Rubber Division reports that ac- 
tually 145,050,000 pairs were man- 
ufactured. This exceeded the 1937 
production, however, by 1,374,000 
pairs. 

The 1939 production goal has 
been fixed at 148,000,000 pairs and 
official sources in Russia believe 
that this figure can be reached in 
view of last year’s increase. Even 
if the 1939 production goal is at- 
tained, it will amount to less than 
one pair per capita for the popu- 
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lation of the Soviet Union, the re- 
port said. Of all the footwear made 
in Russia, less than 40 per cent is 
made up of all leather boots and 
shoes. 


EENOCH LOCKEN of Locken Shoe 
Company, Black River Falls, Wis., 


“Let us hope for better applica- 
tion of the Golden Rule to busi- 


nesses of all kinds.” 


. . * 


eJOHN STREET in New York City 
was named in honor of John Har- 
pendingh, a tanner, whose home- 
stead was at the corner of Maiden 
Lane and Broadway. He owned 
much land in this vicinity, a portion 
of which he bequeathed to the Dutch 
Church in 1723. John Street first 
appears upon a map bearing the 
date 1699, describing a section 
known as the SHOEMAKERS’ 
LAND, extending from Maiden 
Lane to Ann Street east of Broad- 

















“Sorry, Mister—My wife's a rear seat driver." 
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MEN’S SHOE BUSINESS 
COLLEGE .... 


GOES TO 


COLLEGE men are changing the apparel habits of the 
nation. They’ve gone one step beyond the “change your 
clothes at six” idea to say that one should be enough of 
an individualist to wear comfortable, colorful clothes 
whenever the spirit moves. And that’s most of the time, 
especially since the weather shows a small proportion of 
cold and rainy days, to warm sunshiny ones. 

Ken Carpenter, who is known to NBC audiences as 
Dr. Bing Crosby’s collegiate headlines Captain of the 
Chimes Team on Kraft Music Hall over the National 
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Broadcasting Company network each Thursday, has 
always been ultra-conservative in the selection of clothes. 
This year he has been won over to the new comfortable- 
collegiate style and is seen here in some of the college 
season’s latest fashion innovations which are predicted 
to hit a new high in men’s wearing apparel. 

Shoes, as always, prove the most important accessory 
and the new new college models are right up in the front 
rank, with everything it takes to put them over. 

The latest, and what will undoubtedly prove the great- 
est boon to increase the sales of men’s shoes and keep 
more pairs in the average wardrobe, is the thought 
“keep sports and play shoes in your assortment twelve 
months in the year.” Men like color in sport shirts, 
slacks and kerchiefs. They like comfort that only casual 
attire can give them all the year, so August, and later 
on in the year, finds them garbed, with the only incon- 
gruity—a black or tan shoe afoot. 

College men are becoming keenly conscious of this 
paradox. They want light weight, comfortable, and above 
all, colorful footwear to complement their open-at-the- 
neck pastel colored shirts; their cool gabardine trousers, 

[TURN TO PAGE 40, PLEASE] 


Antique copper is the Winthrop 
Shoe Company's conception of the 
smart Americanized English heavy 
type walking shoe interpreted 
from the style standpoint in a way 
to create the idea of the heavy 
brogue appearance, and still keep 
the shoe mellow and wearable 
from a comfort standpoint. An- 
tique copper is designed for wear 
with all shades of green clothing 
as well as deep shades of brown 
and paste' shades of blue, popu- 
lar this season. 


Cole, Rood & Haan make this British 
seamless bal built over a high walled 
English last. The leather is a London 
grain treated with an English saddle 
finish. The high walling of the last gives 
the shoe a sturdy masculine look and 
greatly adds to the comfort of the shoe. 
It is made with a flexible construction, 
and while the upper is lined with leather, 
this feature makes the shoe as comfort- 
able as a lightweight buckskin. 





















COME on, you display men! Show what you can do. 
Boot anp SHoE RecorpeRr offers three prizes for the 
best window displays. Read the simple contest rules and 
get busy. Displays will be judged for their selling ap- 
peal, as well as their appearance. Be sure you base your 
display on a good idea. 

The shield bearing the words National Men’s Shoe 
Week has been suggested for a tie-up. The slogan for 
the event is “A Man Is As Smart As His Shoes.” Colors 
suggested are tan, brown and orange, with an accent of 
clear, bright blue. The theme of the event is the selec- 
tion of correct shoes for each occasion, and having a 
footwear wardrobe that includes correct shoes for busi- 
ness, for dress-up, for sports, leisure shoes (spectator) , 
and formal shoes. 

Window displays showing “what goes with what” will 
be interesting and informative. At the same time the 
new materials, patterns, colors and so on can be brought 
out. Earlier we suggested the advisability of a coopera- 
tive event, and checking the lines of the various stores 
so that the styles and colors generally featured could be 
made the main feature of the general promotion. This 
theme should be stressed by the individual store to a 
degree that will assure preventing confusion among the 
men you are trying to “style educate”—a condition that 
is apt to arise if each store calls similar colors by dif- 
ferent names, or boosts certain novelties of their own to 
the exclusion of the generally accepted styles of the 
season. 

Displays using fabric swatches (or smaller pieces) 
tell the story of matching up shoes and clothing very 


GOOD WINDOWS 


This Is the Third and Final Section of Boot and 
Shoe Recorder’s Promotion Program for National 
Men’s Shoe Week. Previous Sections Appeared 


by BR. E. ANDRUSS 
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Juty 22 and August 5. 


BOOT AND SHOE RECORDER 
offers three cash prizes for the best 


WINDOW DISPLAYS 
for 
NATIONAL MEN’S SHOE WEEK 


First Prize $25.00 
Second Prize 15.00 
Third Prize 10.00 


RULES OF THE CONTEST 


- Photographs must be of windows installed by display men 
of retail stores for this year's Men's Shoe Week, and be clear, 
sharp and not too small. Only clear, good photos will be 
published. 

2. The name and address of the store and the name of the dis- 
play man submitting the photo must appear on the back of 
the print. Do not write heavy enough to mar face of print. 

3. Boot and Shoe Recorder cannot undertake to return any of 
the photos submitted. The labor involved is too great. Con- 
testants are asked fo cooperate by submitting only extra 

prints. 

4. All information regarding the display must be given in clear, 
legible — pees if possible) on a sheet of paper 
securely atta to the print. 

5. All contestants agree to abide by the decision of the judges, 
who will be members of Boot and Shoe Recorder staff. 

6. Boot and Shoe Recorder shall have the right to publish any 
etograph submitted, giving credit according to the in- 
rmation rendered by the contestant. 

7. Photos must be received not later than Se ber 25. Awards 

will be announced as soon as possible ‘ 












clearly; not a new idea, but one that is used regularly, 
even in the Fifth Avenue stores, to show the correct 
combination, both color and material, between garment 
and accessory. 

“Functional” is a word heard a lot in display work 
today. Meaning a display that dramatizes the product 
in use. At the Fairs these displays are arranged for 
many types of goods, from building materials to foods 
and wearables. One example of this would be to use a 
series of five (or more) shadow boxes in the window, 
with a posed photograph for a background in each, or 
perhaps a scene done with small figures, depicting the 
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Important for Men’s Shoe Week 
SEPTEMBER 9 to 16 


Recommended for 


DIR ER ARAN more 


Illustration shows a shadow box, holding a posed 
photograph depicting a specific occasion on which 
these shoes can be worn. This can be one of a series 
of shadow boxes of this type with various activities 
shown in the photographs and appropriate shoes dis- 
played below. Flicker system of lighting might be 
used to illuminate one shadow box after another. 


man at business, at church, a spectator, playing golf, at 
an evening affair. Use flicker lights to illuminate the 
shadow boxes one after another, and show the appro- 
priate shoes before each setting. 

Fall leaves and chrysanthemums will aid in getting 
atmosphere. Used against the window glass, supported 
by chicken wire painted brown and concealed by the 
leaves, they make a very effective frame for the top and 
sides. If you wish to go in for something very smart, 
try working with copper and cork, the copper being 
burnished, of course. The accent can be light wood 
strips enameled in clear bright blue; also use on the 
edges of cut-out letters. 

Dress up the store interior, or the men’s department, 
in the Men’s Shoe Week colors also. A series of shields 
cut from one-half inch mesh wire with cut-out mat 


board letters MEN’S SHOE WEEK on staffs set at inter- 
vals along the aisle will be effective; make them of 
Upson board painted, if they must face two ways instead 
of facing parallel with the aisle. Another simple but 
smart accent will be gained by using a “ledge border” of 
overlapping strips of light wood in three colors such as 
brown, blue and tan. Lights concealed by this border 
can illuminate groups of shoes placed before low panels. 

There’s sure to be a lot of interest shown in the idea, 
“Take the Wardrobe Test.” On the small handbill used 


for the test use this or similar copy: 


Take The Wardrobe Test 
Sponsored by 
Store Name’s Men’s Shoe Department 


Try your skill at assembling a correct Fall Shoe Ward- 
robe. One of the three shoe styles placed before each of 
the suits is most appropriate to use with it. The shoes 
are lettered A, B, C. The suits are numbered to corre- 
spond to the following list. Look them over, check off 

[TURN TO PAGE 40, PLEASE] 
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Above: This spat shoe in calf and fabric is the num- 

ber one favorite at Lord & Taylor. Much in demand 

at Stern Bros. is the low-heeled pattern with buckled 

sabot strap and thin platform sole. The welt oxford 

with detachable tongue is a best seller from Franklin 
Simon. (A Bramley model.) 


FIRST 


TO SELL 
For Early Fall 


Retailers Across the Country Report 

Black Suede Step-iIns and Pumps First 

Choice in Women’s Fall Shoes. Scat- 

tered Interest in Blue and Brown. De- 

mand for Alligator is Good, and Cus- 

tomers Show Interest in Smooth Calf 
and Kidskin. 


Left: Photograph courtesy of La Mode Designer. 








Right: A popular pattern at B. Altman is the suede 
step-in with low sides and high tongue attractively 
smocked. Bloomingdale Bros. report success with 
the opened-up high-riding step-in at the extreme right. 
The front gore is concealed under an insert of kid- 
skin. (A Barbara Lee pattern with Sanitized lining.) 


BOOT anv SHOE RECORDER, August 19, 1939 


THESE may be early days to talk about best selling 
Fall patterns, but most stores have sold enough shoes 
to know what the general trend in early styles will be. 

Number one pattern throughout the country is the 
high-riding step-in, simple in outline, fitted snugly over 
the instep with top sections or entire vamp of elasticized 
leather or fabric, or with goring adjustment. In tai- 
lored patterns, the spat is proving popular in some 
high grade stores, in spite of the fact that it has gone 
into the lower price brackets. For a smart suit shoe we 
think it cannot be beaten. Opened-up high-riding step- 
ins are, of course, doing good early business, and here 
is where the open toe is selling. A dressy strap type is 
also doing well right now and this will also se!l with 
open toes. 

The low cut step-in or pump is especially popular 
with a V-throat and elasticized fabric or leather to 
ensure snug fitting at the top. The trimmed pump is 
registering well in certain sections and a little every- 
where. Evidently most women want their first Fall 
shoe to have a high line over the instep. This demand 
is selling some step-ins with low sides and high tongues, 
as well as some snugly fitting high-riding dressy ox- 
fords. 

In the more novel patterns, Dutch soles, walled lasts 
and snub noses are registering somewhat. Chicago re- 
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ports that they are selling extremely well. Fancy heels 
seem to be out of the picture except for wedges which 
have been staging a remarkable comeback in a few 
high grade lines. Some far-sighted retailers are stock- 
ing them, however, in middle price shoes. The popular 
heel height is 17/8 or 18/8, but there is also a demand 
for 16/8 and even 14/8 heels. The most popular treat- 
ments are piping—in contrasting leather surface—ap- 
pliqdes of fine braiding or grosgrain ribbon, stitching 
and pin-hole perforations. 


AS to materials, other than suede, there is a scattered 
demand for smooth leathers. A leading San Francisco 
and a leading Portland store both report some demand 
for calf and kidskin, but this is a small percentage 
compared with suede. Alligator is popular everywhere, 
for the whole shoe or as a trimming, usually in tailored 
or spectator types. A little patent leather is reported 
as selling for wear with the early black dresses in Chi- 
cago. The spat shoe is bringing more fabric into the 
Fall picture than is usual. 

Although black is far and away the big item, there 
is a little more brown in the picture. As usual, the 
Coast is selling blue, but some New York stores are also 
doing a little more business in that color. Wine and 
green are negligible now, but wine shows signs of being 
more important than was expected. 

In general, the demand is for smart, dignified pat- 
terns, somewhat opened-up for immediate warm weather. 
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TEMPERATURES, Highest, lowest and mean of 59 year period 
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EVERYBODY talks about the weather, but no- 
body does anything about it. This ancient and time- 
honored “wise-crack” certainly applies to shoe merchan- 
dising in Southern California and other parts of the 
country as well. 

Shoe men cannot control the weather, but they can 
control their sales activities to conform to the weather 
in their own locality. 

Shoe merchandising today is badly demoralized by 
not promoting seasonable merchandise when it is in 
season. Each locality has in its own power to govern its 
own seasonal promotions and clearances in conformance 
to its own weather conditions. The men’s hat people in 
Los Angeles have done a remarkable job in this con- 
nection, so that straw hats are now merchandised very 
profitably with clearances held only at the end of the 
LOS ANGELES Summer season, a time that is decidedly 
apart from other times in other parts of the country. 
This was accomplished through concentrated efforts 
on the part of every major downtown store handling 
men’s hats. Similar results can be accomplished in shoe 
retailing. 


EN Southern California, Summer starts in June with 
August, September and even October our warm months, 
yet along in June stores start their Summer shoe clear- 
ances in order to have as clean shelves as possible for 
their July 15 Fall shoe promotions. This July 15th date 
is some two to three months in advance of the public’s 
Fall shoe buying frame of mind. 

Why is this done? Just because it is customary in the 
northeast part of the country where the climatic con- 
ditions are far different than they are in all parts of 
southern United States. 

Witness the shoe merchants in February, the “mad- 
hatters” of May with windows full of Summer merchan- 
dise and a sky full of fog; of September with heavy 
shoes and felts forward and the thermometer hovering 
above 90 degrees. And the “boys with the woolies” Fall 
and Winter shoes on their shelves in September wishing 
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by 
CHARLES KIRSNER 
Vice-President in Charge of Sales and Advertising 
Olden Minerals, Los Angeles 


they had those light weight champions which didn’t 
draw a dime’s worth of business in the cold, gray days 
of May. 

The bewildered public wondering why they should be 
shown tropicals when their teeth are chattering or un- 
able to find light weight clothing and shoes when the 
sun is really making them uncomfortable. 

Shoe merchants cutting down their sales of staple 
color shoes in February, March and April by featuring 
whites and “breaking their necks and pocketbooks” still 
further by clearance sales of whites in June and July 
when the weather is a “natural” for the sale of such 
shoes at full price! 

Merchants have educated their customers to wait for 
the white and Summer shoe sales, thereby cutting down 
their needed REAL PROFITS. 

A survey showed that the majority of men and some 
women saved their last year’s white, Summer and sports 
shoes, getting along with them to start the following 
season, and then made the regular purchase at clearance 
sales savings, getting four months of good Summer 
weather in which to wear them, following the sales in 
June and July. 


THIS crazy way of merchandising all started when 
somebody tried to steal a march on the rest of the trade 
by being “first with the latest.” It has ended with every- 
body being a season ahead of the weather; expensive 
promotions offered at unseasonable periods; clearance 
sales when normal demand should be heaviest; a rob- 
bing of at least one profitable selling season out of the 
year, and decidedly less profits. 

Admitting retailers are individualists and must be 
alert in their most highly competitive field, it is possible 
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AND SALES . 


CHARLES KIRSNER 


to regulate promotions and sales in the various com- 
munities through concerted efforts, a movement that 
even the department stores will join. 

As secretary of the Los Angeles Downtown Business 
Men’s Association, the condition in the men’s hat selling 
field was seen by me to be in about the same condition 
as the retail shoe selling is at the present time. Starting 
with the hat condition, it was felt that a third party 
could be instrumental in bringing the various retailers 
together. 

This fight of mine to regulate the men’s hat business 
was therefore taken up by the Los Angeles Daily News 
and Evening News. Their research and the chart shown 
herewith, as well as many of the statements made herein, 
verified my own findings and figures. This newspaper 
realized that a publication’s growth depends on adver- 
tisers getting more business at a greater profit. 

Merchandise presented and advertised at an unseason- 
able period cannot be expected to pull effectively and 
profitably. Publications suffer when an advertising dol- 
lar is wasted or untimely spent. Increased lineage can 
be secured only if the advertising dollar brings increased 
business. Led by Charles Arnn, advertising director of 
the Daily and Evening News, a man who has made mer- 
chandising and a careful study of California’s markets 
his business, real headway is being made here in Los 


Angeles. 


What About Merchandising Problems? 


W ill manufacturers ob ject to a change that 
would bring West Coast merchandising into 
harmony with weather conditions here? Will 
they insist that we be in step with the East 
rather than in time with the seasons? 


There was a time when these questions had to 
be a major concern of local merchants, but that 
time is past. Los Angeles and the California 
cities have long reached such a size and impor- 
tance as a market, that it may dictate its own 
terms. No manufacturer is going to throw the 
business of this market out of the window for 
lack of cooperation. 


As a matter of fact, manufacturers will undoubt- 
edly be pleased at such a move, for they will 
work on orders after the rush and hence be able 
to level off their production. 


Deliveries for this reason will be nearer sched- 
ule, making for more consistent following of 
the promotion schedule. 


Buyers will have the advantage of “feeling out” 
preferences and public reactions to fabric, color 
and fashion in the East before buying. 


Russell Werner of San Francisco, Clarence Fon- 
tius and Paul Jesberg of Los Angeles, Otto 
Vaught of San Diego, C. R. Garwood, Berkeley, 
and Carol Wills of San Francisco all are back- 
ing this movement. Greater sales and greater 
profits, a richer return from advertising and 
promotion are possible, if only everybody will 
get together. Do you wish to stick together and 
make money, or go your separate ways and 
waste it? What do you think? 





The following information, although based on the 
weather in California and Southern California, can 
apply to many other parts of the country: 


How Can More Sales and More Profits Be Made? 


By merchandising and advertising to the weather in- 
stead of the calendar. All year long we hear merchants 
complaining about the weather. The unusual weather of 
Los Angeles has become a national joke. Actually, we 
have no unusual weather. 

Following is a chart showing temperatures over a 59- 
year period; giving highest, highest average, mean, low- 
est average and lowest temperatures for each month of 

[TURN TO PAGE 30, PLEASE] 
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““WVHEN you are walking four blocks ahead of the 
procession you can’t be said to be leading the parade” 
is the phrase that Al Smith used to explain the need for 
proper timing. What about merchant timing—is it 
right or wrong this season? Is public purchase timing 
closer to needs—and why? 

We bring up the subject after observing Fall shoes 
on display—black suede mostly—when mid-Summer in 
calendar weather and humidity was worse than terrible. 
Did the new shoes sell? No. Why? Because the 
American public is thinking present needs—and the 
merchant is thinking advance needs—result no busi- 
ness and no pep to any selling. Just because merchants 
have shown Fall shoes in late July and early August is 
no reason why anticipation by the public is assured by 
window, newspaper and general promotion, push and 
advertisement. : 

Today the public wants what it wants when it wants 
it—and usually can get it or go elsewhere—there being 
no shortage of stores or stocks. When tradition becomes 
a vise, holding immovably production and distribution, 
look out! Purchasing power may be moving down the 
road to a change in buying habits. For years merchants 
have started white clearances in June and July, just 
when the public wants a size and a style and isn’t think- 
ing primarily “cut price.” Why were white shoes sacri- 
ficed early? Because merchants feared competition and 
competition feared its own shadow. 

But this year one great merchandising institution 
postponed its June 30 inventory to July 31 and thereby 
extended its regular selling season one full month. 
When Marshall Field make such a decision it is sig- 
nificant to an entire merchant field. The added month 
of regular selling increased the month’s volume and 
gave the public selections and sales factions in sizes, 
styles and whites. Marshall Field actually ordered new 
Summer merchandise from resources engaged in mak- 
ing Fall goods in June and July, and some of the fac- 
tories were reluctant to “flash-back” into production of 


whites. The answer was “public thinking” of goods- 


when needed, and the store was alert to the call. 

It may take years to break a tradition of trade, but 
maybe not. You actually work twice as hard to make 
losses as you do sometimes to make profit. But its 
harder to THINK than it is to follow custom. 





Is Your Business Sensitive to Change? 





by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


Bend a steel rail with your finger? Preposterous! 
Yet the pressure of a finger on a steel railroad rail, in- 
significant as it may seem, can be measured. In fact 
if you attend the New York World’s Fair you will see 
a standard railroad rail so balanced that when the 
slightest pressure is put upon its center an illuminated 
dial reveals in graded points precisely the amount of 
bend. Amazing, and yet the finger of fashion bends a 
rigidly traditional shoe industry, and the measurement 
can be determined in dollars made or lost. 

Every shoe man was sensitive to the trade enthusiasm 
of open toes and backs in fashion footwear the past 
season. Unfortunately the public wasn’t as receptive, 
nor the shoemaking as careful as it must be with “up 
and down” back movement. The Achilles heel of indus- 
try is now part of the history of 1939. But make no 
mistake about it, it will re-appear in some form again 
to prove that uncommon styles do capture the eye and 
purse. The wave of conservatism that swept footwear 
fashion following the open heel experience is acknowl- 
edgement of the jolt to tradition that shook an indus- 
try from heel to toe in 1939. The tradition of closed 
heels was almost as rigid as the tradition of clearance 
in June and July. 

The only point to stress now is—keep your eye on 
the public—what it wants is important. The store that 
is alertly sensitive to public desires and can time the 
production to make possible shoes at the fitting stool 
when the fashion is fresh—that business lives. It isn’t 
what the manufacturer wants to sell you, or what you 
hope will sell, that sells. It’s the timely thing—in sea- 
son (not before or after) that makes your store hum 
and your cash register speak in dollar signs. 

There never was a time so importantly TIMED as 
NOW—and you had better be right, your new business 
depends upon that. You must be more sensitive to the 
wants and time of want of the public—and you can’t 
always measure it a full season ahead. To own a grow- 
ing business, it must be a coming business, not a going 
business. Get the import of “timing” as a sensitive 
guide to the right shoes at the right time. 
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SELL 


American Shoe Retailers are finding that they must dispense 
with the old slogan of “GO-GETTING.” Today the cry is for 
“GO-GIVING”—to give something. The successful merchant must 


have a product with a true service appeal, he must give to sell. 


MODERN SUCCESS FORMULA 


SELL a product that will insure health, comfort and pride 
of possession to its owners. 


SELL a product that retails at a price sufficient to cover an 
adequate wage for labor, a safe return for the investor 
and a fair profit for the salesman and merchant. 


SELL service first—dollars will come automatically. 


There is an opportunity in many towns and cities in America 
where the right dealer can start making a profit by selling Health 
Spot Shoes—shoes that have a service appeal and bring health, 


comfort and pride of ownership to wearers. 


m 4 e 
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THE MOST COMPLETE LINE OF CORRECTIVE SHOES IN AMERICA FOR MER, WOMEN AND GHILORER 
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HARRY E. FONTIUS 
President of N.S.R.A., Who Heads Special Color 
Committee of Women’s Shoe Merchants and Manu- 
facturers 


AS a result of the initiative of the National Shoe Re- 
tailers Association in appointing *a committee of shoe 
manufacturers and shoe merchants to promote the 
proper identification of the official colors sponsored by 
the shoe and leather industries, in cooperation with the 
Textile Color Card Association, an important first step 
has been taken in this direction, and the official colors 
for women’s shoes announced for Spring, 1940, by the 
Textile Color Card Association will be more represen- 
tative than ever before of the combined thought and 
cooperative planning of the several branches of the 
industry. 

Both the Tanners Council of America and the Textile 
Color Card Association welcomed the idea of having a 
special committee of manufacturers and retailers of 
women’s shoes, appointed by the National Shoe Re- 
tailers Association, attend their color meetings and ex- 
press their preferences as to the most important shade 
in each color range to appear on the official color card 
for the season ahead. Accordingly such a committee, 
headed by N.S.R.A. President Harry E. Fontius, who 
made the trip all the way from Denver to be present, 
participated in the color meeting held July 24 for the 
purpose of selecting the Official Basic and Special Pur- 
pose Colors for the Spring and Summer seasons of 1940. 

The special committee designated by the N.S.R.A., 
which included both retailers and manufacturers repre- 


N.S. R.A. Sponsors Color Identification 
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A ppoints Special Committee of Merchants and 
Manufacturers to Participate in Color Meetings 
and Cooperate with Tanners and Color Card 
Association to Eliminate Confusion—Swatches 
of Official Colors to Be Made Available to 
Women’s Shoe Manufacturers and Retailers. 


sentatives, and which thus took part in the deliberations 
leading up to the adoption of the Spring Color Card, 
included the following in addition to President Fontius: 
John Slater, of J. & J. Slater, New York; Will Geuting, 
A. H. Geuting Co., Philadelphia; Leonard P. Leverich, 
Wm. Hahn & Company, Washington, D. C.; F. Paul 
Riley, Stern Brothers, New York; Thomas H. Cald- 
well, Geo. E. Keith Co., Brockton, Mass.; A. H. Ban- 
croft, Bancroft Walker Company, Waltham, Mass.; 
W. F. Hooley, Selby Shoe Company, Portsmouth, Ohio; 
H. A. Burch, E. P. Reed & Co., Inc., Rochester, N. Y.; 
Louis Schaefer, Brown Shoe Company, St. Louis, Mo.; 
Ben Schwartz, Schwartz & Benjamin, Inc., New York; 
John R. Sutton, Johnson, Stephens & Shinkle, St. 
Louis, Mo. 

R. E. Binger, vice-president of Allied Kid Company 
and chairman of the Color Committee for the Tanners” 
Council, at the close of the meeting expressed appre- 
ciation of the cooperation given by President Fontius’ 
special committee, and referred to the progress which 
he felt had been made toward “official color identi- 
fication.” 


THE Official Bulletin and News Survey of the National 
Shoe Retailers Association for the month of August, 
comments as follows on this subject of color identifi- 
cation: 

“Those of our members who were in attendance at 
the Style Conference here last March, will recall the dis- 
cussion that arose because of a rack of leather on the 
platform marked “Parisian Blue.” An examination dis- 
closed that there were fifteen distinct shades of blue on 
[TURN TO PACE 30, PLEASE} 
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TH t This smiling, life-size figure of a Mexican 
shoe weaver greets passersby from the win- 

ee Si cae heameen Aoon bos 

stor many part 

RECORDER crodie fer tehich: sight be given this novel 


display 


CANDID COMMENTATOR 


Above: Herbert L. Sommer, 
live wire shoe retailer of the 
“Golden Gate” city. As head 
of Sommer , & Kaufmann, 
. Sommer’s reputation as ; 
on up-to-the-minute shoe j ’ Left: Harry Wooten, shoe 
man is nationally known. buyer of Phelps-Terkel, class 
, men’s store in Los Angeles, 
illustrates a problem in sell- 
ing. The customer would 
get out a lot sooner if he'd 
listen to the guy that knows 
shoes. 


Right: Russell Werner, 
of W erner’s, San Fran- 
cisco, is following in the 

well- 


Grand Marshal of West Coast 
Frank Werner, head of the b 
bears his name. Of national r oaien 
Werner started in business "Sept. 7, 1910. poe Pre, 
ne Sven rte 
the same location. 
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_By Ametica’ s Profit. Wise Manufacturers as the Open- 
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COMPRISING TWO SECTIONS... 
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THE USUAL UP-TO-THE-MINUTE 
BOOT AND SHOE RECORDER 







icine ONE will give the shoe merchant those many aids he will need 





to take full advantage of this stimulated Fall and Winter business. Develop- 






ing the great Recorder premise — Getting More Shoes Sold Right — it will 






include special features on fashion, merchandising and the display of 






Fali and Winter shoes. In it the merchant will find the answers to the 







problems he must face in the next three months. 


Consequently with the wealth of information that the retailer receives in 
this two-fold issue, it is bound to be for him a comprehensive buying guide 







for the remainder of 1939. It is particularly well-timed as a medium for the 






advertising of in-stock merchandise for Fall and Winter selling, make-up 







shoes for early resort and cruise wear, as well as materials for Spring and 






Summer shoes. Of course, there is an additional circulation on this issue in 
the form of distribution at the Official Opening of American Leathers and 
the Joint Styles Conference of the National Shoe Retailers’ Association, 
to be held at the Waldorf-Astoria, New York City, Sept. 18 and 19. 
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WHETHER IT BE SHOES, MATERIALS OR SERVICES, BOOT AND 


gta > 


A SPECIAL SECTION DEVOTED TO 
THE IMPORTANT PART THAT LEATHERS 
WILL PLAY IN THE SALE OF SPRING SHOES 











- 


= materials are a most important part of fashion, and, therefore, of shoe selling, Boot and Shoe 
Recorder in its Leather Supplement concentrates its effort on the theme “Accent on Leather at the Point-of- 
Sale.” Graphically conceived, this issue will be a complete analysis of the important part leather plays in 
the ultimate sale of shoes. And because we feel that the Man At The Fitting Stool cannot know too much 
about the leathers im the shoes he sells, we are doing a thorough educational job with him. We will give 
in this issue, a complete story from hide to finished leather; its place in the fashion picture; its many new 
talking points in the merchandising of the shoes that Mr. and Mrs. America will wear in 1940. 


SHOE RECORDER IS YOUR DIRECT LINE TO THE POINT-OF-SALE 
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RECOMMENDED 59 Year Average Temperature 
MERCHANDISING HIGHEST MEAN LOWEST 
MONTH PLAN HIGHEST AVERAGE AVERAGE AVERAGE LOWEST 
February Clearance Sales 92 66 56 47 28 
March Spring Season 9 67 58 oh] 31 
No Light Weight 100 70 60 4i 36 
Two-Tone 103 72 63 53 40 
June 109 82 71 él 49 
July Summer Apparel 106 80 69 59 aa 
August 108 1% 65 55 40 
September Clecrance Sales 108 80 69 59 44 
October 102 76 65 55 40 
November Fall and Winter % 73 62 5! 34 
December 89 67 57 48 30 
January 90 65 55 46 28 




























the year. This chart illustrates very 
graphically that our present method of 
merchandising is out of step with the 
seasons. 

Now February is a short and poor 
“after sale” month when a feeble effort 
is made to sell winter apparel and shoes. 
It, and not January, should be a clear- 
ance month to clear all stocks. 

At present, Easter and Spring ap- 
parel is pushed in March and April and 
it is no more than purchased before (in 
the midst of chilly weather) Summer 





Chart showing seasonal sales activities under recommended merchandising plan and Pacific Coast temperature records. 


Sane Control of Promotions and Sales 


[CONTINUED FROM PACE 21] 


apparel is shown. Here lies a splendid 
opportunity for a real Spring selling 
season—March, April and May—offer- 
ing two-tone sports shoes, an extra felt, 
light in weight, lighter weight and color 
woolens. 

Instead of breaking Summer apparel 
in cold May days and clearing it at the 
peak of need in August—June, July and 
August should be the Summer season 
selling months, late enough to give 
white and Summer shoes a real break, 
long enough to sell plenty of Summer 
business and sports apparel and straw 














hats. Clearance sales in September 
(now a poor in-between month) leave 
plenty of hot September and early Oc- 
tober days ahead for Summer wear. 
Then a real Fall and Winter selling sea- 
son after Autumn is really in the air 
—October, November, December and 
January. 

Shoe sales or clearance sales should 
only be run twice a year. Below is given 
a recommended plan with the highest, 
highest average, mean, lowest average 
and lowest temperatures for each month 
over a 59-year period. 








N.S.R.A. Sponsors 
Color Identification 
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this rack, all sailing under the color 
name of “Parisian.” As a result of such 
a wide variation in the shade of 
“Parisian Blue,” as well as in other 
basic colors— manufacturers and re- 
tailers alike were confronted with a 
terrific merchandising problem, because 
of having in their stocks so many 
shades of a color under the same stock 
number. The National Shoe Retailers’ 
Association was besieged with requests 
from both manufacturers and retailers 
to ‘see if we couldn’t do something 
about it.’ 

“President Fontius realized the great 
need for action of some sort that would 
have a tendency to remedy this color 
problem with which the entire shoe and 
leather industry was confronted. 
Therefore, after consulting with lead- 
ing retailers, manufacturers and tan- 
ners, Mr. Fontius decided to call to- 
gether a special committee, composed 
of four tanners, four manufacturers 
and four representative retailers, to dis- 
cuss some plan for ‘color identification’ 
that would reduce the variation of 





shades in basic colors to an absolute 
minimum. 

“This committee met in an all-day 
session here in New York on May 9, 
and as a result of that meeting, the 
National Shoe Retailers’ Association 
was requested by both manufacturers 
and tanners to assume the responsi- 
bility for the appointment of a special 
committee to be composed of represen- 
tative manufacturers and _ retailers 
whose duty it would be to attend the 
semi-annual color meetings, under the 
direction of the Tanners’ Council of 
America and the Textile Color Card 
Association, in order that retailers and 
manufacturers might have the opportu- 
nity of expressing their preference as to 
the most important shade in each color 
range, that is to appear on the Official 
Color Card, for the seasons ahead... . 

“Finally, however, the work which 
this committee has done must be very 
carefully supported by every shoe re- 
tailer and every manufacturer of 
women’s shoes, in order to bring about 
the results desired. This can be done by 
demanding of your manufacturers that 
your shoes in the basic colors be made 
up in the official shades as approved at 
the Color Meeting in cooperation with 
President Fontius’ special committee of 
retailers and manufactnrers.” 









Following the meeting of July 24, 
two basic and four special purpose 
colors for women’s shoes have been an- 
nounced for Spring, 1940. In addition 
to these, a group of ten pastels and 
brilliant hues were selected for sports 
and evening wear. The two basic colors 
are Bluejacket, a new, dark navy blue, 
and the familiar India Brown. The 
special purpose colors include Airway 
Blue, a light navy blue; Turftan, the 
Cognac or rust \ersion; Malibu Beige, 
and Burma Brown, a reddish brown 
shade. 

By special arrangement with the 
Textile Color Card Association, 200 
Madison Avenue, New York, swatches 
of the official basic and special purpose 
colors are being made up in a Color 
Card, which will be available to manu- 
facturers of women’s shoes throughout 
the United States at $1.25 per copy. 
A card containing ten swatches of the 
pastel and brilliant colors is being pre- 
pared for the benefit of those manvu- 
facturers who may want them. The 
cost of this card is $1.50. A little later, 
retailers will be furnished with swatches 
of the basic and special purpose colors 
through the National Shoe Retailers 
Association, which is urging all manu- 
facturers and merchants to use and 
recommend the official colors. 




























onzy SBICCA-DEL MAG 


can give you these fine-shoe qualities 


Today, the single-split sole method of shoe-making 
is universally recognized as the most modern, eco- 
nomical and efficient way of making fine shoes that 
has ever been devised. For this process alone can 
provide the superior flexibility of 

a “turned” shoe, plus better fit, greater 

lightness and increased style. 


In the past few years, Sbicca-Del Mac 
licensees in the United States alone 
have produced (and sold) MILLIONS OF 
PAIRS made by this advanced method. 
And each year, as new millions of 
women discover the virtues of Sbicca- 
Del Mac construction, this huge total 
continues to soar. 


IF YOU ARE A SHOE RETAILER, fine 
shoes made by the Sbicca-Del Mac 
process are the most potent magic at 


your command for making new customers and 
bringing old ones back for ALL their shoe require- 
ments. It will pay you to INSIST ON SBICCA-DEL MAC 
CONSTRUCTION whenever and wherever you buy. 


IF YOU ARE A SHOE MANUFACTURER, 
you will find, that exclusive use of the 
Sbicca-Del Mac method will mini- 
mize or eliminate some of your most 
vexing sales and production problems. 


IMPORTANT! 


The construction can be identified 
beneath the sock lining in all 
footwear made by the Sbicca-Del 
Mac single-split-sole method. 


SBICCA-DEL MAC, INC. * EMPIRE STATE BUILDING * NEW YORK CITY 
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Back to Fundamentals 


Strolling around New York we have 
noticed in the early window displays 
of men’s shoes for Fall a tendency to 
create backgrounds in keeping with 
the trend toward more masculine 
shoes for men. 

The Hass Shoe Store, 450 Seventh 
Avenue, New York, has leather skins 
hanging on the back wall and leather 
skins spread around the floor. 

The Benedetti Shoe Store, 530 Sev- 
enth Avenue has placed skins around 
the store, across display tables, and 
hanging over the railing to the down- 
stairs staircase. 

Another store has a complete hand- 
shoemakers equipment in the window 
—bench, awls, leathers, and shoes in 
various stages of construction. 

Others seem to be giving more dis- 
play to masculine accessories—proper 
polishes, hose, shoe trees, shoe horns, 
and wearing apparel. 


- ow 


Ahead of the Crowd 


Maybe successful shoe departments 
breed good merchandising ideas, or 
maybe some departments are success- 
ful because of these ideas, but anyway 
we have found most of our good sug- 
gestions to other retailers in stores 
which are on the black side of the 
ledger. Macy’s shoe department in 
New York is no exception and we 
think these ideas are worthwhile. 

Several posts running down the 
center of the department are com- 
pletely enclosed by square cabinets 
about eight feet high and eighteen 
inches wide. The lower section con- 
tains a sloping mirror to aid the cus- 
tomers in seeing how their shoes look 
from a side view. The section above 
contains varied displays of novelty 
shoes depending on the promotion at 
the moment. Both mirror and display 
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are indirectly lighted and attract the 
eye of the customer as soon as he or 
she enters the department. 

Another useful Macy idea is their 
sloping display cabinets. A number 
of attractive shoes are fastened to the 
surface of the display table and the 
whole works tilted to a 70 degree 
angle. To top it all, the whole display 
is covered with a sheet of cellophane. 








PUG TOES 
For Fall 


impertinent little upsterts, fashion’s newest re- 
vival. Snubbed at the tip to make your foot 
look shorter...to give plenty of room te the 
toes that ere accustomed to the open. Defi- 
nitely @ fashion of tomorrow thet makes it 
news today. 


Top...@ Lucille model in bleck suede with 
bleck celf binding and the new 
barrel 


_ eames Sobel 7.75 


Below... Lucille model in black suede with 
patent binding; brown or green suede with 


Sea 7.75 
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Proof of the Pudding 


It may be too hot in New York to 
enjoy cooking right now, but for buy- 
ing shoes in comfort drop into one of 
our air-cooled shoe salons. 

To convince the doubting public of 
the comforts inside, a local shoe store 
has a large 4-foot high thermometer 
fastened with suction cups on the out- 
side of the window. A twin thermom- 
eter is placed alongside but inside the 
window. The difference in the tem- 
perature reading—at present about 15 
degrees —is adequate proof to the 
gentleman from Missouri. 

* * * 


Season’s Preview 


The local Thom McAn stores have 
taken a tip from the furriers. The fur 
retailers have found that it is very 
profitable to give an advance showing 
in August of the coming winter’s 
styles in fur coats—profitable not only 
in sales but also as an indication of 
what Miss and Mrs. Public will prob- 
ably buy in the winter to come. 

The lefthand window of each Thom 
McAn store has the conventional dis- 
of the.most popular of the present 
season’s shoes. The other window, 
however, has a real January display 
complete with a background scene of 
snow covered mountains and fir trees 
end imitation snow, wooden penquins, 
ski boots and winter wear shoes in the 
foreground. The penquins carry signs, 
such as: “What about heavyweights?” 
(Thom McAn approves), “What 
about bootmakers’ finish” (Thom 
McAn also approves), etc. 

Its an interesting idea, and effec- 
tive. Not only does this novel window 
display attract shoppers eyes during 
this warm Summer weather, but store 
managers report that they have sold 
many pairs of heavier weight Fall 
shoes well in advance of the regular 
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BEST IDEA OF THE WEEK 


A LITTLE WHITE CARD WILL DO IT 
(Scruggs-Vandervoort-Barney, St. Louis) 


O. P. Ideator—“This thought of your department 
about ‘Volume Building in Spare Time’ sounds like 
an interesting feature for the retail shoe business. 
Could you give me a little elaboration on the subject? 


Mr. G. W. Geissler—“Why certainly. Let’s take a 
look at the average shoe store salesman. He has his 
rush hours, and he has certain duties during the slack 
times, but over and above that there are other times when 
he has nothing to do. We believe that we have the an- 
swer to all that here in our women’s shoe department.” 


O. P. Ideator—“Consisting of ... ?” 


Mr. Geissler—“Well, we call it personalized direct 
mail selling. For example—here is my business card. 
On one side is the full story of my name, store, 
address, position and telephone number. On the other 
side is a large void of white space—seemingly unused.” 


O. P. Ideator—“I suppose you give the card to every 
customer as a record of where and from whom she 
bought her shoes so that she will know where to go 
when she is once again in a shopping mood.” 


Mr. Geissler—“That has its points, but it is not 
nearly as effective as our idea—and further you for- 
get the other side of the card. Here, I have just 
written a typical example of our personalized mes- 
sages to customers on the other side.” 


O. P. Ideator—“Oh, I see, the message says, ‘Dear 
Mrs. Astor: We have just received some very attrac- 
tive new Delman shoes in your size and style. I would 
like to have the opportunity to show them to you.’ 
O. K., now what is the next step?” 


Mr. Geissler—“The card is placed in a small white 


envelope anc addressed with pen and ink by the sales- 
man. The card in this personalized manner is sent to 
the customer. The customer, receiving this informal 
confidential request feels that the salesman is taking 
an individual interest in her shoe buying needs and 
desires.” 


O. P. Ideator—*“Do you have any standard messages 
that the salesmen send to customers?” 


Mr. Geissler—“None whatsoever. Naturally we sug- 
gest the shoes that we want to push both from the 
store’s profit standpoint and also from our customers’ 
particular interests. The salesmen know pretty well 
what is best to play up to each particular customer 
and they write their cards strictly on their own initia- 
tive.” 


O. P. Ideator—“How can they keep track of the 
purchases and desires of all their customers. I should 
think it would be quite a job for each salesman?” 

Mr. Geissler—“The store helps him in that, keeping 
a complete file of every purchase, which is a handy 
reference for the salesmen when writing their cards. 
This form of promotion has its advantage in that there 
is no ‘overbaked’ elaboration on the clerk’s part. He 
must tell the story simply and effectively in the small 
space of the card and as a result the message has 
plenty of punch. We have noticed a brisk increase 
in business as a result of this system and intend to 
keep our salesmen mentally alert to the possibilities 
of profit-building use of their spare time.” 


O. P. Ideator—*“All of which might be the opening 
chapter in a treatise on ‘Volume Building in Spare 
Time’.” 











The Joys of Shopping 


It’s a simple truth that you can’t 
sell the lady any shoes until you get 
her into the store. And although all 
women love to shop, they dread down- 
town traffic and parking worries. 

Thinking one step ahead, Condon’s, 


Condon’s Is Easy To Get Te-Parking Space Plentiful 
Even Though King Street be Loy 9 eapecncal 


ST ORE cane ee lange PARE EAT bee Barre @ 
































one of Charleston, South Carolina’s, 
leading shoe retailers, converted the 
vacant lot in back of their store into 
a parking lot for their customers. 

To inform the shoppers of Charles- 
ton and the surrounding towns of the 
joys and ease of visiting Condon’s, they 
recently ran the preceding ad, 8 by 10 
inches, in the local newspapers. An- 
other example to prove that it is the 
smart merchandising methods that get 
the business. And a good idea for 
other merchants—possibly as a co- 
operative venture. 


oS @.& 


“Send Them Back-To-School in 
Shoes that Fit!” 
(Zimmermann’s, Dallas) 


SCHOOL DAYS will soon be here 
again. Here are a few SELL START- 
ERS for window, display and adver- 
tising promotions. 

“Slated for School” 

“Straight ‘A’ apparel” 

“Schools opens next Wednesday” 


“How to be smart right from the 
start of School” 

“Ready for School!” 

“School begins again” 

“Back to School” 

“School is more fun” 

“On the School list” 

“First to Smith’s—then to School” 

“From A to E at Smith's” 

“Saturday is School day at Smith’s” 

“Parade of back to School shoes” 

“Calling all students” 

“Smith’s goes collegiate” 

“Styled for Eds and Co-eds” 

“Fundamentals for School” 

“Major requirements for School” 

“Shoes that register” 

“The pets of the campus” 

“Back to School values” 

“Course on shoes” 

“Aproved by our School board” 

“Required subjects” 

“Send them back to the books with 
smart looks” 

“Back to School in style” 

“School days” 








BOOT ann SHOE RECORDER, Augusi 19, 1939 






| 


4 


i 


% 


it probably is—because Production 
Men find that BREASTLOCK 
HEELS speed up production and 



















turn out better quality footwear 
well within cost allowanees. 


They eliminate three operations—/flap-splitting, flap- 
laying and flap-trimming—which, on Continental and 
Boulevard heels especially, are slow, costly and unsat- 





isfactory operations. There is no waiting for breast. 


flaps to dry; a special benefit during muggy weather. 
Consequently Production Men find that they can make 





more shoes in the same space on the same lasts when 
they use BREASTLOCK HEELS. 


And you'll be pleased to know that, in spite of all 






these advantages, most types of shoes cost no more 
with BREASTLOCK HEELS; some cost less. 






BOOT anv SHOE RECORDER, August 19, 1939 


’ Broadway’s biggest a 


wAbie’s Irieh Rose’ 
.Cabane 


e ran S'/, yoor*-- 

F has been the first Amer- 
x ican Fashion since 1982- 
Z And still going strons! 

\ 


for Long Run, Volume, Profit! | 


@ What makes Cabana the largest-selling pattern name 
in the industry? The same Walk-Over sales-punch that’s 
behind this new, elegant “Swirl of Suede” Cabana for Fall: t 15 ROSE BOWLS ,«..», 

(eac 


Unrivalled comfort of smooth-fitting, exclusive Walk- pia ag seats) 
uldn'’t hold all 


Over lasts ... A choice of 15 different numbers ready for Cabana’s fans. Cahers 
quick shipment from stock ...Greater National Advertis- id-lined comfort 
ing in Life, Vogue, Woman’s Home Companion ... And . Lsooght cheer to 
Walk-Over’s complete Retail Merchandising Plan that —_——— 


has made “CABANA” the miracle word of shoe fashions. 
Order now. Let Cabana start breaking profit records 

for your store! 

Geo. E. Keith Company, Campello, Brockton, Mass. 
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THIS WEEK IN THE 


SHOE TRADE 


SNE WS 


Saturday, August 19, 1939 


National News 





Chicago Opens Its Ready-to-Wear Market 


Return to Basic Trends in Apparel and Shoes Evident at Semi- 
Annual Showing—Classic Types Featured 


Cuicaco, ILt.—A return to the clas- 
sics both in apparel and shoes appears 
on the Fall and Winter horizon as in- 
dicated by the recent series of style 
shows given as part of the semi-annual 
ready-to-wear market period in Chi- 
cago. Participating in the various 
showings of new Fall and Winter wom- 
en’s ready-to-wear were the Style 
Creators of Chicago, the Chicago Wash 
Apparel Association, the Merchandise 
Mart, and the Style Exhibitors of the 
Morrison Hotel. 

As indicated by the new styles and 
fashion trends presented by leading 
Chicago and Midwest manufacturers 
and designers, shoe merchants once 
more have an opportunity to establish 
their Fall and Winter sales and mer- 
chandising policies on the basic shoe 
colors and on the more classic and con- 
servative styles. Neither in clothes 
nor in their accompanying shoes have 
there appeared any radical tendencies, 
but rather a return to basic trends of 
the past. 

Largest style presentation was by 
the Style Creators of Chicago in their 
showing at the Stevens Hotel. Here, 
as in other showings, black and brown 
suede, with a few patents, predominated 
on the runway, with pumps, high rid- 
ing step-ins, closed sandals, and oxford 
ties being selected for the new dresses, 
costume suits, ensembles, and coats. 
Open toes appeared on the runways, 
but were in the minority. Black ap- 
peared with most black ensembles and 
dresses and also as the staple shoe for 
tweeds, checks, plaids and other com- 
binations in which black predominates. 
Brown was a frequent companion to the 
many versions of brown in dresses, 
coats and suits and also with brown 


tweeds and furs. Brown shoes also 
were shown with various shades of 
green, wine and other Autumn shades. 
Black as usual appears as the first 
[TURN TO PAGE 47, PLEASE] 





Dates to Remember 


Monthly Shoe Buyers’ Day, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, IIL. 

August 28, 29, 1939 


Annual Convention, New York State 
Shoe Retailers Association, Hotel 
Seneca, Rochester, N. Y., 

September 10, 11, 12, 1939 


Monthly Showing, Michigan Shoe 
Travelers’ Club, Hotel Statler, De- 
troit, Mich. ........ September 11. 1939 


Official Opening of American Leathers 
and Style Conference for Spring, 
1940. Waldorf-Astoria Hotel, New 

September 18, 19, 1939 


Industrial Stores Associa- 
Lord Baltimore 


National 
tion Convention, 
Hotel, Baltimore, Le 

September 25, 26, 27, 1939 


Shoe Manufacturers Spring Opening, 
E. A. Richardson, Manager, Hotels 
New Yorker and Pennsylvania, New 
York City ...December 3, 4, 5, 6, 1939 


Hotel Stevens, 


National Shoe Fair, 
Jan. 2 to 5, 1940 


Chicago 


Charlotte Shoe Show, Hotels Charlotte 
and Selwyn, Charlotte, N. C. 
Jan. 7, 8 9, 1940 





Moncur with Barrett Shoe Co. 


FRANKFORT, Ky.—Fred K. Moncur, 
formerly with Brown Shoe Company 
for many years, who resigned several 


FRED K. MONCUR 


months ago to become connected with 
Hamilton-Brown Shoe Co., is now as- 
sociated with the Barrett Shoe Com- 
pany. Division of General Shoe Cor- 
poration in Nashville, Tennessee. This 
division, located in Frankfort, manu- 
factures a line of women’s style foot- 
wear, Littleway construction, to retail 
at $4.00 and $5.00. 


On Vacation 


MONTGOMERY, ALA.—E. Toronto, 
owner and manager of Vanity and 
Kaber’s shoe stores, is spending a few 
weeks on a vacation trip with his wife 
and two sons at Daytona Beach, Fla. 
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Selby Promotes ‘Fourth Season’ Idea 





A Plan to Increase Public Interest in “Winter” Shoes Is 
Proposed for Adoption by Women’s Shoe Industry 


PorTsMoOUTH, OHI0.—The Selby Shoe 
Company organization believes that 
there is an opportunity for a co- 
operative promotion by all factors in 
the shoe and leather industry to create 
a fourth selling season consisting of 
November, December, January and Feb- 
ruary. Common custom in recent years 
has been to stretch Fall all the way 
along to Spring, or to advance Spring 
to December and January. The result 
has usually been a slump in retail sell- 
ing in December, January and Feb- 
ruary due to the absence of interesting 
shoes and promotion. 

N. B. Griffin, general manager of 
The Selby Shoe Company, says: 

“In promoting ‘Fourth Season’ shoes, 
we believe we have something that 
should benefit the entire women’s shoe 


industry, manufacturers and dealers 
alike. 

“We believe this ‘Fourth Season’ idea 
should be promoted generally by all 
women’s shoe manufacturers. 

“Compare the thinking behind this 
idea with the advances made by the 
automobile industry in advertising, 
merchandising and selling to_spread 
out the ‘buying’ season throughout the 
year. 

“We believe that if industry gets 
behind this ‘Fourth Season,’ we will 
all get a bigger share of the consumer’s 
clothing dollar.” 

In furtherance of the idea, Frank 
Cahill, Selby salesman, has outlined a 
plan covering the timing of the sales- 
man, the factory and the merchant as 
follows: 
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Clear- Types and 
Travel Deliver, Retail ance Materials 
Season No. 2 February, April, 
January and March, May, June, July Whites 
February April July 
Season No. 8 July, July, 
May and August, Aug, Sept., Nov. Suedes 
June September October 
Season No. October, October, Spring closed toe 
September November November, types. New dark 
and and December, Jan. materials for wear 
October December January with winter clothes. 
Season No. January, Easter open types. 
November January, February, Easter Costume 
and February, March, April colors and fashion- 
December March April able blocks. 








The idea of the “Fourth Season” is 
not limited to the promotion of any 
one concern and it is the hope of its 
sponsors that every factory, every sales- 


man and every merchant will consider 
it as a means of increasing business 
and profits in 1939-40. The forgotten 
Winter season needs to be restored. 





Phil Miller Head of 


Shoe Department 


St. Pererssurc, Fia—Phil Miller, 
formerly of New York and Washing- 
ton, has been appointed manager of 
the shoe department of the Willson- 
Chase Department store of this city. 

Mr. Miller’s first shoe store experi- 
ence was at the Old French Shoppe, 
of Atlanta, Ga. He then went to New 
York, where he became assistant man- 
ager of the Fifth Avenue store of J. 
& J. Slater, and subsequently operated 
the Palm Beach and Miami shops of 
the Slater firm. 

During the past five years, Mr. Mil- 
ler managed the Washington, D. C., 
branch of J. & J. Slater. While in the 
capitol city, Mr. Miller became familiar 
with the taste in shoes displayed by 
many women of national importance, 
including Mrs. Franklin D. Roosevelt 
who wears a 7 A shoe, a small size 
for a woman of her 

Mrs. William Borah, Mr. Miller said, 
has a narrow foot—size 6% AAAA— 





and favors the simple T-strap style. 
Senator Bankhead’s spouse likes the 
new and bizarre in footgear. 

Mr. Miller’s wide experience fits him 
admirably for the shoe business in St. 
Petersburg with its many Winter visi- 
tors from all parts of the United 
States and from many foreign coun- 
tries. 





Akard Opens Modern Store 


KLAMATH FALLS, OrE.—R. N. Akard 
opened a modern shoe store recently 
at 717 Main Street, here. Mr. Akard, 
formerly from California, has many 
years of merchandising experience to 
his credit. 

The shop, featuring Peters shoes 
for men, women and children, is done 
in a color scheme of terra cotta and 
ivory. Furnishings are terra cotta 
leather and metal. A 19-foot display 
deck on either side of the entrance 
marks the new treatment of the store. 

The response at the opening was 
gratifying. A nice volume of business 








was obtained, and local shoe merchants 
and other trades people presented the 
store with eighteen baskets of flowers. 
Flowers were given to visitors as well 
as favors to children. 

Charles Warriner of Klamath Falls 
is assistant manager. 





To Open Jarman Store 


Str. Louis—Modernization plans are 
under way for the opening of a Jar- 
man Shoe Store at the Southeast cor- 
ner of Seventh and Olive Streets, here. 
The store will feature men’s shoes and 
will have a frontage of 22 feet while 
it will run 48 feet deep on Seventh 
Street. The store front will be changed 
te one of modern design and the store 
will have a mezzanine floor. Air-con- 
ditioning is being considered as an 
important feature to the store’s equip- 
ment plans. 

The new store will place another 
shoe establishment on Olive Street, be- 
tween Sixth and Eighth Streets, which 
is rapidly becoming the “Shoe Street” 
of St. Louis. The Jarman location has 
an advantageous position because of 
the wide sweep of pedestrian traffic 
along Olive Street into the many stores 
there. 

The addition of the new store is 
looked upon as a healthy condition in 
the building of the “Shoe Street” idea. 


Frank J. Carpenter Opens 


Rutland Bros. Department 


St. PeTerssurG, FtA.—Rutland Bros. 
Department Store of this city ex- 
panded its field recently by opening a 
shoe department under the manage- 
ment of Frank J. Carpenter, who has 
been identified with St. Petersburg re- 
tail shoe selling for the past 14 years. 

The color scheme of the new depart- 
ment is aquamarine and dubonnet. The 
natural maple-frame chairs in the 
salon are upholstered in green and the 
carpet is dubonnet. Instead of using 
glass cases for display purposes, the 
shoes are being shown on _ white 
plateaus. 








More Pairs—More Wear 


MICHIGAN City, INp.—The more 
pairs the customer has to wear, the 
more pairs of shoes he or she will wear, 
according to Feallock’s, as explained by 
their one-day annual sale. Not content 
with making a special price on each 
pair of shoes for the event, $2.00, they 
offered three pairs of these for $5.00. 





Community Industrial 
Exhibition 

ELKHART, IND.—F. A. Blessing, 
Keene’s Boot Shop, Q-N Shoes, Inc., 
Miller-Jones Co., Thom McAn Shoes, 
and the Big Shoe Store cooperated with 
the 68 retail stores using a display 
window to present one of the exhibits 
by the 68 different industrial companies 
in Elkhart during the five-day Greater 
Elkhart Industrial Exhibition. 
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Distinction in New Bowman Store 





Firm’s Rockford Outlet One of Most Modern in the Country, 
Embodying Newest Treatments and Facilities 


Interior of the new Bowman store showing hosiery and accessory depart- 


ments. 


RockrorD, ILL.—Bowman Brothers, 
shoe retailers, here, with stores in ten 
other Illinois towns, recently opened a 
completely remodeled store in Rockford. 
The new store, situated in the Camlin 
Building, State and Wyman Streets, 
occupies both floors of the building. 
Only the ground floor will be used for 
selling space at the present time, how- 
ever. 

Sandstone-colored cement has been 
used for the exterior to provide a 
modern stone front. A gold mirror 
display window extends almost to the 
top of the two-story structure. 

The interior uses green carpeting 
and eggshell colored walls and ceiling 
to provide a pleasing and restfui 
atmosphere. Fluorescent lighting il- 
luminates hosiery cases as well as wall 
displays. Chairs and showcases are 
walnut, with X-ray fitting cabinet in 
matching wood. The men’s chairs are 
upholstered in leather, while the 
women’s are covered with a silk-like 
material. The interior is completely 
air conditioned. 

On the opening days free souvenirs 
were given to all visitors. Gifts of 
hosiery accompanied purchases made 
on these days. 

The Bowman brothers, Orville, Algot 
and Allen, natives of Sweden, opened 
their first store in Monmouth, IIL, in 
1900, John Bowman, the son of Or- 
ville, is working in the Rockford store 
since his recent graduation from the 
University of Illinois. Jack Swain is 
manager of the new store, assisted by 
Milton Fredberg. Marvin Johnson, 
Evelyn Larson and Maxine Ross are 
members of the staff. 


The entire store is air-conditioned. 


A. J. BOWMAN 


All the shoe chairs and window fix- 
tures were planned and installed by 
Oscar Lee. Interior fixtures were sup- 
plied by Davis Fixture Company. 


On Exhibit for Display Week 


Dover, N. H.—The Beckwith Box 
Toe Co., the R. B. Ireland Shoe Co. and 
the Peabody Heel Co. were among local 
manufacturing firms which exhibited 
their products at a local store in con- 
nection with New England on Display 
Week. 


Boston Stores Feature 
Fall Shoes 


Boston, Mass.—Selecting the hottest 
week of the year, Boston merchants 
are beginning to edge into Fall by dis- 
playing early Autumn shoe styles. In 
the case of the department stores there 
is a reason for this as most of them are 
conducting their August sales of fur- 
trimmed cloth coats and the display of 
shoes is necessary to complete the en- 
semble. 

On the fifth floor of Filene’s, for in- 
stance, on August 9, was held a style 
show during which models displayed 
the various styles of coats recommended 
for Fall, while in the next department, 
only a few feet away, tables were used 
to display an array of black, brown and 
even dark green shoes in that store’s 
high grade shoe department. Leathers 
were suedes and smooths, some trimmed 
with patent. Patterns included all the 
familiar types—plain pumps, stepins, 
straps and ties. On the street floor of 
this same store, the “Little Shoe Shop,” 
in which medium priced shoes are sold, 
devoted an entire window to a display 
of brown shoes in suedes and smooth 
leathers. 

Four Washington Street windows of 
the Jordan Marsh store contained 
black, brown and green shoes, shown as 
part of a complete ensemble and obvi- 
ously designed, not so much for sale, as 
to call attention to sale coats in the 
same windows. 

With one or two exceptions, the inde- 
pendent shoe stores have not yet elected 
to put Fall styles in their windows as 
women are still buying Summer mer- 
chandise. The few independent stores 
which have Fall shoes in their win- 
dows, have placed them well in the 
background, with the prominent por- 
tions of the windows still showing 
whites and sport shoes, prices of most 
of which have been reduced. 


To Open Women’s 
Department 


Boston, Mass.—Conrad & Co., Inc., 
women’s apparel store on Winter Street, 
this city, will open a new shoe depart- 
ment about Labor Day in which will be 
featured the entire line of Laird, Scho- 
ber & Co., of Philadelphia. Prices will 
range from $8.75 up. This new depart- 
ment, now in process of being installed, 
will be on the second floor of the store 
and will be operated as a unit apart 
from the first floor shoe department, 
which has handled Red Cross shoes for 
several years. 

The Laird, Schober line has formerly 
been carried here by Crawford Hol- 
lidge, Ltd., high grade women’s cloth- 
ing store, at 141 Tremont Street. Irving 
Saxe, in charge of buying and mer- 
chandising shoes at this store, an- 
nounces that in the future his store will 
carry its own line under the trade name 
of “Latin Toes.” 
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Good Windows Important for National 
Men’s Shoe Week 


[CONTINUED FROM PAGE 17] 


the shoe YOU think smartest in each 
group to accompany the particular suit. 
Then compare your choice with the 
score on the back of this sheet. No fair 
peeking! 
The Suits 

I. Blue worsted Business Suit, A.... 

EE, ae 


Complete the list of suits and make 
the correct suggestions on the back of 
the paper, giving your reason, under 
the caption 


DO YOU AGREE? 


I. B is our choice because (give rea- 
sons). 


The suits can be borrowed from your 
clothier friend, if you promise to give 
him “credit.” In your answers you can 
say something nice in a subtle way 
about the suits. 

Here are some “repeat” ideas from 
past promotion plans for Men’s Shoe 
Week that are still good: 

Have mirrors at base of windows 
with sign: Look at your own shoes, then 
come in and look at ours. 

Send special invitations to men’s 
clubs, asking the secretary to put them 
on bulletin boards. Do the same for 
factories. 

Have tags lettered “A man is as 
smart as his shoes” on one side and 
“Men’s Shoe Week—visit your favorite 


dealer” on the other to fasten to car 
doors. Use posters or cards in cabs and 
street cars also. 

Have autos at the outskirts of town 
with signs, “Take this car to store name 
during Men’s Shoe Week.” Protect 
yourself by having the driver charge 
for the ride and issue a refund ticket 
that can be redeemed in the store. 

Put “peep shows” in vacant windows. 
Over a small peep hole have a sign 
FOR MEN ONLY. When the curious 
peep, let them see a sign, “Come to 
Store Name during Men’s Shoe Week 
to get an eyeful of the new Shoes for 
Men Only.” 

Send announcement invitations by 
telegraph to a good customer list. Tele- 
graph company will give special rate. 

Have all salesmen call up their per- 
sonal customers, or have girls make 
calls using a specially prepared mes- 
sage. 

Have a contest for women—prizes for 
the best letters on why men should pay 
more attention to their shoes. 

Put on a cooperative dinner for all 
employees of all stores participating 
in the cooperative promotion of Men’s 
Shoe Week. 

Check back over the issues of Boor 
AND SHoe Recorper for July 22 and 
Aug. 5 and see what else you can do to 
make Men’s Shoe Week a big success, 
collectively and individually. 





Men’s Shoe Business 
Goes to College 


[CONTINUED FROM PAGE 15] 


and their lapel-less sports jackets. 
They'll need Scotch grains for the wet 
and cold weather in January and Feb- 
ruary, but even then on any pleasant 
days, watch how they will want to wear 
colorful, light weight shoes and clothes. 

The colleges are the forerunners in 
a wave of change, constantly gaining 
momentum as it sweeps on, in men’s 
wearing apparel. Men are wearing 
fewer clothes due to the influence of 
the colleges; light weight clothes, due 
to the colleges, and more colorful wear- 
ing apparel, due to the college influence. 

Now the final step is being taken, men 
are differently dressed from head to 
foot with color and comfort dominant; 
college men’s footwear, as exemplified 
by the styles that Ken Carpenter se- 
lected for his own wardrobe. College 
men’s footwear is now meeting de- 
mands for a head-to-foot ensemble that 
will express the final emancipation of 
the college male from the drab, weighty, 
colorless footwear into the freedom of 
fresh, newly-designed, feather-weight 
men’s sport shoes. 

A consensus of opinion among shoe- 
wise college men indicates this style 
situation: 


Most brogue types are interpreted in 
medium mellow leathers with large per- 
forations and heavy soles. 

Antique or hand-rubbed leathers con- 
tinue and will continue to be very im- 
portant style factors. 

Slack types of leisure shoes for out- 
side wear continue to develop along 
Dutch interpretations or else some- 
thing in the distinct leisure type pat- 
tern. Open heel zipper strap patterns, 
a continuation of the popular woven 
welt shoe, is an adaptation for inside 
leisure wear. 

In the more conventional types, 
brown calf is being heavily favored, 
more so than ever before. In the faster 
patterns, it is practically all brown or 
colored leathers. It now appears to be 
the poorest season in blacks for years 
and years. 

Toes show a tendency to widen along 
the McAfee types, but not quite as ex- 
treme, following along the English 
broad toe type brogue. 


Articles of Incorporation Filed 


pany of Little Rock, listing capital 
stock of 140 shares valued at $25 each 
have been filed. Incorporators are W. R. 
Davis and Lula M. Davis. 


Schanz, Inc., to Select 
Men’s Shoe Styles 


New York — Following Boor AND 
SHop Recorper’s policy of featuring 
the best thoughts on men’s apparel in 
its relationship to shoes, the September 
2 RECORDER will give its readers the 
views of Schanz, Inc., 745 Fifth Ave- 
nue, New York City. 

Schanz’ comments at this time are 
particularly significant because of the 
tremendous interest of American men 
in the “custom” influence in apparel 
and shoes. In a recent New York edi- 
tion of Fortune magazine, Schanz, Inc., 
is listed as one of the establishments to 
which the smartest New Yorkers go 
for their clothes. 

In the custom tailoring field Schanz 
is recognized for a facile creative abil- 
ity that has brought about many re- 
freshing innovations in the cut and 
character of men’s clothes. Many of 
the refinements taken for granted in 
men’s tailoring today are the results 
of their genius. To Schanz, custom 
tailoring is the important medium 
through which the personality of the 
wearer may be favorably enhanced. 

The long history of Schanz, catering 
as it has to four generations of leaders 
in business, political and social life, is 
one of success such as only America 
can offer. It has paralleled the most 
picturesque period in the development 
of New York City. Today Schanz, Inc., 
while old in tradition is young in style 
ideas, and is generally to be found a 
step in advance of style trends. 

Among their many acquaintances 
and clientele in the shoe industry, 
Schanz’ interpretation of style in shoes, 
as it affects the new clothing fashions, 
should prove extremely interesting. 


Fall Display Celebrates 
Remodeling 


Koxomo, Inp.—The new modern 
store front and the other remodeling 
at Pedigo’s Quality Boot Shop, Inc., 
was timed for completion when the new 
Fall shoe display was ready. Those 
coming to see the newly remodeled 
quarters, saw also the new Fall styles 
in footwear. 


Takes Over Shoe Shop 


Detroit, Micu.—James I. Keough 
has taken over as sole owner, Kivlahan 
Brothers Shoe Shop, at 20 East Buena 
Vista Avenue, Highland Park, north- 
erly suburb of Detroit. 

Mr. Keough has named his shop the 
Foot-Cast Shoe Company, and will spe- 
cialize in an orthopedic shoe known as 
Foot-Cast—a shoe built up to suit the 
needs of the individual foot. The former 
owners of the store, John and Henry 
Kivlahan, the inventors of the machine 
used in this process, plan to devote their 
entire time to the expansion of distribu- 
tion of their machine. 

The store is being remodeled by Mr. 
Keough into one of the most attractive 
shops in this locality. 
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Ne. 305 Black 
405 Brown 
Suede calf, Russia 
tip and foxing 
18/8 heel 






D501, Brown 
2012 Black 
Genuine Bucko, un- 





tip and foxing 
13/8 heel 


kk 


Calf 


i 3 


CONNELL’S NEW 


IN-STOCK WELTS 


To Retail $6.50 and up 


SMARTLY STYLED DRESS AND 
SPECTATOR SPORT WELTS FOR 
WOMEN NOW AVAILABLE 


IMMEDIATE DELIVERY 


Send for Complete Cata- 
log on New Welt and 


Other Patterns in Connell dintix*””* 


32—as above, 
Carrbuck 


Lines. 


M. CONNELL 
SHOE CO. 
SO, BRAINTREE 
MASS. 













FOR 


Ne. 30 Black 


Carrbuck bal oxford with 
shawl 
sole 13/8 Leather heel 


* 

















tongue — Leather 
in blue 


in brown 
















Ne. 105 Black 
205 Brown 
Russia Calf Trim 
tip and foxing 

18/8 heel 
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Expect Good Fall Business 





St. Louis Department Looks for Activity in Low-heeled Types 
—Summer Shoes Still Selling Well 


Sr. Louis, Mo.—Improved selling 
conditions in women’s shoe lines is 
looked for in the women’s shoe depart- 
ment at Scruggs-Vandedvoort & Bar- 
ney for Fall, according to Eugene 
Jolly, buyer. Mr. Jolly and Assistant 
Buyer G. W. Geissler reported that 
antiques bid for attention for the Fall 
and a popular number, according to 
all late Summer predictions will be the 
strong leather-soled shoe with the flap 
tongue and flat heel. Suede is due for 
spotlight play and the lower and 
broader heeled shoes in the peasant 
style seem to be topmost in advance 
predictions. 

It is expected that the blunt heel 
shoes will be foremost for wear in 
dressier models as well as in sports 
models. It is believed by this depart- 
ment that the World’s Fairs have made 
the woman customer more foot comfort 
conscious and this has a lot to do with 
the feminine interest for Fall in the 
lower slung shoes. 

Lizard alligator models will be 
stocked heavily and from advance in- 
dications will be out in front for early 
Fall activity. The spat type shoe and 
elasticized throat in spectators are on 


the schedule for heavy Fall promotion. 

Mr. Jolly has set his selling stand- 
ards for Fall to include open heels and 
toes. A canvass of women customers 
of the department reveals that they 
still like the radical type shoe—para- 
mount point in the radical favor is the 
big word—COMFORT. Acting on the 
assumption that the best way to please 
and sell a customer is to have what 
that customer wants—this shoe section 
will have a representative but not over- 
burdened line of the radical models. 

This department will feature play 
shoes strongly in coming advertise- 
ments. It is believed that this line will 
be an important vitalizing spark to 
this shoe department’s deliberate bid 
for a volume share of feminine shoe 
business in the St. Louis metropolitan 
area. 

While thoughts are running to Fall 
business at this season Mr. Jolly and 
Mr. Geissler are not slackening in their 
vigorous pursuit of Summer shoe busi- 
ness which has seen this department 
score successfully in volume selling 
throughout the Summer months. With 
late Summers in St. Louis a common 
feature, none of the close-out features 


are necessary in this department and 
Summer shoe selling is still at a high 
pitch. 

Getting the most attention this Sum- 
mer have been all-whites, flanked by 
brown and white and blue and white 
combinations. Blue and white spec- 
tators in pumps and ties were the sur- 
prise of the season with a sudden 
switch to that type. While it did not 
find the department unprepared for 
the business, the interest in this color 
combination was not expected to be as 
heavy as it has been. Rubber soled 
shoes have been interesting to a wide 
group of buyers and received plenty 
of display and advertising attention t: 
keep up with the buying activity. 

Remodeling plans are definitely in 
the picture for the almost immediate 
future of the women’s department 
While the department is _ strikingl) 
attractive and modern in every sense 
of the word, it is believed that certain 
realignment of the various division: 
of the department will facilitate selling 
and bring about a more satisfactory 
display arrangement. 

Mr. Geissler is a recenf addition to 
the department as assistant buyer, 
coming from Famous-Barr & Co. in St. 
Louis where he was located in th 
Women’s Shoe Salon. He succeeded 
Jason Kleese who joined Bullock’s in 
Los Angeles, and represents the thir: 
generation of his family to follow th 
retail shoe trade. 
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DARLINGTON FABRICS CORPORATION * 180 MADISON AVE., 
The names of Distributors of Darleen will be supplied on request. 


Samples of Shoe 
Cloths made of 
“DARLEEN” elastic 
yarn on request. 


NEW YORK 
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TIME IS MONEY 


TO THE TRAVELING SALESMAN 


—The man on the road, if unheralded and unsung, has anything but an easy 
time of it. 

—Seventy-five per cent of his time (if he’s given the opportunity) may be spent 
in telling who makes his line, what it’s all about, what it can do for the store; 
—and the remaining twenty-five per cent may be spent in saying “Thanks for 
the interview, anyway.” 

—If your line is well known, talked about and properly promoted, seventy-five 
per cent of your valuable time is saved; and only twenty-five per cent may be 
required to “Make the Sale.” 


—Boor anp SHor Recorper is the best big seventy-five per cent time saver in 
the whole shoe world. 


—Why not suggest to your manufacturer that he use Recorper advertising pages 
to help you “get more shoes sold right”? 


» OOPS Ke y= 
President. 


BOOT AND SHOE RECORDER 
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Why 


UNISHANK ? 














THEY USED TO BE LIKE THIS 


"Shoemaking technique 
keeps pace with fashion. ... 
UNISHANK construction sup- 
plies the necessary strength 
where it is required in the 


modern shoe.” 


UNISHANK 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
















WHERE 
TO 
BUY 
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Bowling Shoes 





mer me 








PROFESSIONAL BOWLING SHOES 

Men’s Men's 
Ral Oxford 

$2.55 $2.50 










Rubber Heel 
Foot 

Buckskin Sole 

Rubber Heel 


BROOKS SHOE MFG. CO. 
Swanson & Ritner Sts., Philadeiphia 














Nurses’ Shoes 





5 EYELET 
NURSES’ OXFORD 
IN-STOCK 


osc 
SUPER PLIABLE 
Process 
No. 6144 Biack 


Glove Kid. 

No. 6145 White 
Glove Kid. 

AA-EE $1.35 








Increase Stock Space 


SEATTLE, WASH.—Furnishing space 
for a more complete shoe stock, J. C. 
Penney’s University district store this 
month doubled the size of its shoe sec- 
tion, and remodeled and relocated the 
entire section, as part of the enlarging 
and remodeling of the entire store. 
Modern lighting and display fixtures 
were installed, to show off to better 
advantage the shoe stock. 





International Rusployees 
Hold Dance 


MANCHESTER, N. H.—lInternational 
Shoe Co. employees conducted a dance 
at the Bedford Grove ballroom, for the 
benefit of the company baseball team in 
the Merrimack Valley League. A num- 
ber of door and novelty prizes were 
awarded and a silver loving cup was 
presented to “Miss Merrimack Valley.” 





Promotion Cuts a Caper 


Boston, Mass.—A new “glamour 
girl” is waging effective warfare on 
stolid business and is literally setting 
the industry on its collective ear. She 
possesses that indescribable quality 
which makes for instant success—that 
sine qua non, dubbed in former years 
“It,” but more recently described merely 
as “Oomph,” with a proper twinkle of 
the eye and gesture of the hands. 

Her name? She’s not too modest 
about that! She usually carries a sign 
around her neck to make sure you make 
no mistake, and although she looks at 
you demurely, there’s a rougish expres- 
sion on her face, and more than a bit 
of the “come hither” in the tilt of her 
head. “I’m Evaline,” she announces 
triumphantly, and proudly she adds, 
“the Evans Kid.” She’s proud of her 
heritage, and with good reason. As 
she'll tell you herself, “First I was 
‘sculped’ by a gal up in Boston. She’s 
very clever. (Pretty, too!) And then 
I was photographed. And here I am 

. . right in the picture.” 



















EVALINE 


She’s prouder still of her debut. Her 
sponsors (The John R. Evans Com- 
pany) have prepared a big yellow bro- 
chure merely to introduce Evaline (the 
name stands for “Evans Line”) and 
have given her enough photographs in 
enough different poses to satisfy any 
glamour-seeker, be she of the kid or 
Hollywood variety. Evaline (Evvie for 
short) invites you to “take a nibble at” 
her introduction. As she assures you, 
“This book has some good stuff in it. 
I’ve sampled several copies myself. 
They go down nicely. Now you take a 
nibble at it, and see what I’ve been 
doing... .” 

And she has been doing. She’s had 
a chequered (hush!) career, for a young 
lady of her tender age. She’s been fea- 
tured and featured again in ads in 
Boot AND SHOE RecorpeR and other 
trade magazines. She’s been mounted 
on a pedestal for use in window and 
counter displays, and she tells you con- 
fidingly, “You know, don’t you, there’s 
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Babies 

cre as “modern as tomorrow" —and so 
are the new square transparent display 
boxes we con supply, with pique and other 
fabric booties and novelties in the small 0-2 
size run. Make a showing of these spectacu- 
lar units—they'll help dramatize your service 
to the younger children. 


MRS. DAY'S 
IDEAL BABY SHOE Co 
























a fashion now for china animal fig- 
urines. People collect them for their 
living rooms. . . . Now you tie up the 
fashion of animal figures with the 
fashion for Kid Shoes in a window, and 
it clicks! 

“You put me in a window with some 
Evans Kid shoes ... and you'll gei 
women stopping to look at me then 
they’ll look at the shoes, and then they’!! 
walk inside .. . and then you do the 
rest!” 

The Evans people have made these 
display stands just to support Evaline 
and have distributed them to manufac- 
turers using their product. Retailers 
are invited to get them from these man- 
ufacturers. Newspaper mats have been 
prepared, with Evaline gamboling hap- 
pily at the top of each one, also avail- 
able to the retail trade. 

John R. Evans Company and R. D. 
Northrop Company, advertising agency 
handling the Evans account, have 
achieved a worthwhile goal in thei 
Evaline promotion. Evaline has earned 
her keep so far. With promotion limited 
up to now to trade magazines, Evaline 
has enjoyed a goodly success, providing 
that businessmen, by and large, are not 
entirely impervious to the effects of a 
good laugh. And Evaline gives it to 
them. Lightheartedly she tells her 
story; serenely and nonchalantly she 
winds up with just the proper amount 
of confidence, “I’m telling you and... . 
I'll be seeing you!” 
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Doctors, Foot Specialists and Retailers Endorse 


PLAY POISE HEALTH SHOES 
Because. 


They prevent foot troubles in the normal foot. 
the delicate foot bones, giving them the proper foundation to 
keep them in line and to keep body weight balanced. 
Play Poise Shoes, the full weight of the body is borne by the 
bones of the foot in perfect arch formation, and pronation is 


controlled. 


Moreover, Play Poise lasts embody all modern improve- 
ments which make for better fit. 
backs, narrow heel measurements at the top of the quarter 
with full heel seats, straight inner lines, deep toes, toe spring 
and flat tread at the ball. Nothing has been omitted to make 
these shoes the finest $3 shoes in the corrective field. 


CARRIED IN STOCK 


See our eatalog for the complete line of PLAY POISE SHOES. 


THE VIRGINIA SHOE CO. 


FREDERICKSBURG, 


MANUFACTURER S 





5% te 


They support 


With 


Here you will find short 


VIRGINIA 





No. 902 
a—B, C, 
D—$1.70 
8% te 12--A te 
D—$1.85 
12% te 3—A te 
D—$2.00 


LESS 5%—30 DAYS 


No. 905 
8% te 12—A to 
D—81.85 
3—A to 


D—82.00 
LESS 5%-—30 DAYS 


12% te 














Chicago Opens Ready- 
To-Wear Market 


[CONTINUED FROM PAGE 37] 


Autumn color, with brown and green 
second in popularity. Blues and grays 
are also being shown in suits and en- 
sembles. 

Bow-decked shoes, snub-nosed and 
blunt-toed versions and other similar 
shoe styles should be good sales pos- 
sibilities for wear with the bvstle 
frocks which appeared in such abun- 
dance on the runway. Attention was 
called to the fact that the bustle effect 
is suggested rather than actual, accent 
being placed on draped bows and loops 
in the back, with extra fullness included 
in the skirts through multiple gores or 
gathered panels. Afternoon frocks 
tend to a quiet elegance with black 
highlighted. Gold appears frequently 
as decoration in massive brooches and 
clips, festooned and pendant necklaces 
on brown as well as black. 

Braid trimming and other styles of 
yesteryear have been revived for shoes 
and should be good selling mates for 
the braided trim ornamenting the tops 
of sleeves and yokes and braid borders 
edging boleros and fitted jackets. 

Another good season for tailored 
shoes is predicted to accompany the 
new costume suits, a product for which 
Chicago designers are particularly 
noted. Fitted coats according to the 
forecasts at the showings are scheduled 


to sweep into vogue, made with back 
fullness to many skirts, although front 
fullness is also popular. Jacket and 
dress ensembles will also prove popular 
for more formal occasions and there 
were many trimmed with fox—-silver, 
red or cross. Both coats and costume 
suits add interest to a wide range of 
pelts used in front panels, fur plastrons, 
and vestees and other treatments. En- 
tire chubby jackets of silver fox, of 
skunk and sheared beaver are being 
used over bright woolen frocks in casual 
type ensembles or over black dresses 
featuring crepes of soft worsted-like 
effect or ribbed textures. 

In novelty suits, tweeds with gayer 
colors than ever appear important for 
town wear and travel. Brown and 
green are dominant in many of these. 


Ball-Band Salesmen Meet 


MISHAWAKA, IND.—New styles and 
merchandising plans for Spring and 
Summer, 1940, for Ball-Band (Red 
Ball) Canvas Sport Shoes, Fabric 
Summerettes, and Leather Work Shoes 
are being studied in a series of regional 
meetings being held by traveling rep- 
resentatives of the Mishawaka Rubber 
& Woolen Mfg. Co., here. The first 
meeting was held Friday and Saturday, 
August 18 and 19, in Brattleboro, Ver- 
mont, with 21 representatives of Dun- 
ham Bros. Co., who are distributors 
for Ball-Band Footwear for the New 


England States and Greater New York. 

On August 21 a meeting will be held 
in Pittsburgh, Pennsylvania, followed 
in order by meetings at Knoxville, Chi- 
cago, Pocatello, Idaho, and Omaha, 
Nebraska. Altogether 160 salesmen of 
Ball-Band Footwear will attend the 
six meetings immediately after which 
they will start their regular Fall Trip 
to show the new lines to footwear mer- 
chants throughout the country. 

The following men from the Com- 
pany’s office in Mishawaka are attend- 
ing these meetings; E. J. W. Fink, 
president and general manager; G. D. 
Babcock, manager of sales; J. L. Dun- 
can, assistant manager of sales; L. S. 
Taggart, advertising manager. 


To Increase Production 


Laconia, N. H.—Production will be 
increased to 1800 pairs of shoes daily 
in the Fall, with an extension of floor 
space, it has been announced by the 
Laconia Shoe Co., which started opera- 
tions here about a year and a half ago. 

The payroll will also be boosted, ac- 
cording to Eugene Brendis, president 
and manager of the firm, who said it is 
now impossible to keep apace of the 
rush of orders. 

Enlargement of the plant has been 
deferred until the usual dull period in 
November, to avoid interfering with 
production. 
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Soles and Heels 


Oi el tet eid 














FORMULA NO. 8 
This non SPREADING Sole, Heel, and 
Sheet has met the requirements far 
beyond our expectations. 
Semples on request 


THE LITHOX corp. 
WAPAKONETA, OHIO, U. 8. A. 





























Carton Labels 










LA BELS 


TOLMAN- DAVIDSON 


ING PRESS 
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Decline in Puerto Rican 
Imports 

Puerto Rico’s purchases of leather 
shoes from manufacturers in continen- 
tal United States totalled 2,701,000 
pairs during the fiscal year just closed, 
a decline of 3 per cent compared with 
the year before, but again were greater 
than exports to all foreign countries 
combined, according to a statement by 
the Puerto Rican Trade Council, based 
on U. S. Department of Commerce fig- 
ures. 

“The value of the island’s shoe pur- 
chases was 6 per cent lower,” the Coun- 
cil stated. “Shipments of men’s and 
boys’ shoes decreased 9 per cent, 
amounting to 1,140,000 pairs, while 
sales of women’s and misses’ shoes, 
totalling 1,030,000 pairs, were 6 per 
cent lower than a year ago. 

“Total shipments to Puerto Rico from 
the States were valued at $75,680,000 
and decreased 11 per cent over the pre- 
ceding year, largely as a result of re- 
duced employment in the sugar and 
tobacco industries.” 

Sales of shoes to the territory during 
the year were the fourth highest on 
record, the island having purchased vir- 
tually its entire requirements from the 
United States mainland, the Council 
said. 








































Open Styles for Fall 
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INSTOLK PRE WELTS 


531—-Smoke Elk 

532—White Elk 535—Black Elk 
Before you know it, summer is over, 
and again mothers start shopping 
for children’s shoes. A new pair of 
shoes at the end of summer is a 
time-honored custom in millions of 
American homes. Write Elam’s 
today—see what's new in children’s 
shoes. Scientifically fitting, durably 
made, priced to make both mothers 
and merchants eager to take to 


Elam’s. 


F.S. ELAM SHOE CO. 









Stores Cooperate to Hold 
Style Show 


LARAMIE, WYOMING—Cooperation be- 
tween two shoe stores, several apparel 
shops and a local hotel recently made 
possible a very effective “big time” style 
show in this town. 

In a town the size of Laramie it 
would obviously be impractical for any 
one shoe store to attempt an elaborate 
style show. Yet proprietors of The 
Bootery and the Connor Shoe Parlor 
recognized the potential value of such 
an evett. By enlisting the aid of the 
hotel and several specialty shops in the 
apparel line, they were able to finance 
a very productive affair. 

Most of the cost was covered through 
the cooperation of the hotel where the 
show was held. Hotel managers were 
glad to cooperate for both prestige and 
profit reasons. They sold tickets for a 
fancy dinner dance at a price which 
showed them a good profit. The two 
shoe stores and the apparel shop fur- 
nished the merchandise for the show 
and arranged for the models. 

This event proved so successful that 
The Bootery carried the same idea a 
step farther in a tieup with the Uni- 
versity of Wyoming. Working with an 
apparel shop, the shoe store put on 
a complete style show in the schoo! 
auditorium. College girl models wer: 
obtained. 
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TALKING WINDOWS START THE SAL 


For Your World’s Fair 


Window Trim 
PRICE TICKETS and CARDS 


Aquamarine, yellow, 
on white. 


Any assortment Vis 
of price tags: 


6 Doz. $1.10 
12 “ $2.00 
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TALKING WINDOWS START THE SALE 
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The Market Is Calling 


all buyers—wanting the latest and best—tested by 
comparison. 
No other shoe center gives to buyers the chance for 
a choice obtainable in the Marbridge Building. 
When in New York—be neighborly—a welcome 
awaits you on every floor. 
D. S. MACDONALD, Mgr. 


47 WEST 34th ST. 
Also 1328 Broadway 
NEW YORK 


Samples on request to show you 
how they effectively give you a new 
eolor trim each month. 


Merchants Service Dept. 


BOOT AND SHOE RECORDER 
209 S. State St., Chicago, Il. 
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Brown Issues Women’s 
Catalog 


Str. Louis, Mo.—The catalog of in- 
stock styles for Fall and Winter, 1939- 
1940 for women’s shoes has been issued 
recently by Brown Shoe Company. 
Covered in an attractive combination 
of blue and grey, the book uses pleasing 
photographic backgrounds against 
which the shoes are displayed. Air 
Step, Buster Brown, Odette and Brown- 
bilt lines are featured in this catalog, 
which is complete with display fixtures, 
findings, furniture and other merchant 
helps carried in the back. 


Cooper Managing Shoe Shop 


CANTON, OHIO—Ray A. Cooper, a 
shoe man of seventeen years experience, 
is managing the Health Spot Shoe Shop 
of this city. 
Mr. Cooper spent three years with 
Strauss Clothing and Shoe Company of 
Hamilton, Ohio; three years with Pot- 
ter Shoe Company, Cincinnati, Ohio; 
and eleven years with the Nunn-Bush 
Shoe Company. While with Nunn-Bush, 
Mr. Cooper managed the departments 
in Huntington, W. Va., and Akron, 
Ohio, and the store in Cincinnati, Ohio. 
Mr. Cooper states that after the 
years he has spent in the shoe business, 
he is enjoying his present connection 
and type of work better than at any “This shoe is the ‘shoe of tomorrow,’ but you can have it today for $1.98.” 
time since becoming a shoe man. (Caption suggested by Joe Kelly, New Store, Russellville, Arkansas) 
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Attractive Play Shoe Window 





WHERE 
TO 
BUY 


Oe ee ee em 


Leather Soles 
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PARENTS 
want 
wear in 
Children’s 
Shoes 


LEATHERPLUS 
SOLES 


wear twice as long os ordi- 
nary soles—are extraordinarily 
flexible 


Write 
























Louisville, Ky.—This window, designed by Phil Sandman, display manager for 
Byck Brothers, shoe retailers here, is notable from a functional standpoint. Note 
how the photograph of the girls in the background and the figure of the model 
dramatize the theme. The stylized plant and ornament at the right add a decora- 
















VAN TASSEL LEATHER CO. 


NORWICH, CONN. 
makers of VAN TAN innersoles 


















New Leather Firm 


Concorp, N. H.—Laurence M. Meyer, 
industrial agent for the State Planning 
and Development Commission an- 
nounces the establishment of a new 
manufacturing firm at Lebanon. 

He reported that E. Cummings & 
Bro., Inc., manufacturers of leather 
products, will occupy the vacant Ever- 
ett-Norfolk plant which was purchase:l 
last month by the Lebanon Industrial 
Development Association. 

The concern was incorporated under 
the New Hampshire laws early this 
year, and will soon begin production of 
calfskin and other leather products. It 
will employ about 100 workers. 


tive note. 








Principal officials of the new com- 
pany are Eustace Cummings and Ed- 
ward S. Cummings, brothers who are 
descended from six generations of tan- 
ners and leather workers. They are 
well known in the shoe industry. 





Laughlin with 
Hamilton & Walsh 


St. Louis, Mo.—Al Scheu, sales man- 
ager of Hamilton & Walsh, announced 
recently the addition of John Laughlin 
to his sales force. Mr. Laughlin is 
one of the industry’s best-known sales- 
men. He is a former shoe manufacturer. 
He will carry the Hamilton & Walsh 
line in the Middle Western states from 
Minnesota to Western Pennsylvania, in- 
cluding Wisconsin, Indiana, Illinois, 
Missouri, Kansas, Nebraska, Iowa, and 
Ohio. 





Plan Style Show 


CoLUMBIA, Mo.—Julie’s Department 
Store on Broadway will hold a style 
show in the near future. Shoes will 
be especially featured but the show will 
include costumes and other accessories. 
The dresses being displayed are those 
shown in the September issue of a 
young women’s magazine in its “back 
to school” number. 

All young girls of high school and 
college age in Columbia and small sur- 
rounding towns will receive a direct 
mail announcement of the _ event. 
Twenty local girls will model the shoes. 

The style show is a piece of “back to 
school” promotion and designed to make 
all these young prospects “clothes and 
style minded”. 

Mr. W. H. O’Connor manages the 
shoe department and is working hard 
to make the show a success. 
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registers at Point-of-Sale — the 
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‘the x 


SNOB 


goes 


COLLEGIATE 


Princeton 


This scene of HOLDER HALL. 
Princeton students influence university 
styles throughout the country. 


The above illustration is the 
SNOB, top style for college 
men this fall. 


More than a QUARTER MILLION STUDENTS will hie their way to the colleges of 
Americo this fall. 

A vast market in itself for shoes, many styles have had their birth on college cam- 
pus — the Saddle Oxford and heavy type of Brogue have been most popular for the 
past few years. 

The trend is now running strongly to ROCKER BOTTOMS with KNOB TOE EXPRES- 
SIONS: in plain and wing tip patterns. This widens the field of selling for progressive 


merchants awake to the tremendous possibilities in catering to school and college trade. 


The SNOB is destined to win popular favor. It has a semi rocker bottom with well 
balanced toe expression. 


UNITED LAST COMPANY 


56 Cherry Street BROCKTON BRANCH Brockton, Mass. 
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BUY as you SELL 


And Avoid Frozen Capital in End Sizes | 
The Recorder Stock and Daily Sales Record Helps | 
You Do Just That! 


insures Accuracy of Buying Judgment 

















“If a $5 Gold Piece Falls Thru 
a Crack in the Floor”"—is the| | 
title of our instruction brochure 
for keeping stock records:— 
Supplied with each order for 
the Stock Record System. 


Black 

Cleth 
Binder— 

red imitation 
leather back 
and corners, 
gold lettering 














One hour a day keeps your records com- 
plete— 

Every sale and purchase recorded — 
Visible daily turnover and sales report— 
with monthly inventory of each stock 
number — 

Shoes on hand, on order, due, returns, 
transfers in or out from branch stores— 


“SRS. ange fe eae os CRS. FOR GROUP OWNED STORES 
C Peta: oe with the MASTER STOCK SHEET and the cen- 
tral office CONTROL FORM, also a COMPARI. 
SON FORM for sales of total pairs by seasons 
and years, gives the merchant-owner complete 
stock control with style and sale trend. 


Complete Working Outfit . . . . $7.25 









































Consists of: 
Black Cloth binder—l1%” x 13%”...... $2.00 
100 Daily Sales and Sheets, (Form 
#100) and 1 Comparison Form......... 


eet eeeeee 

















Check with order, please, unless C.O.D. Shipment 
is preferred. 
Orders filled for any forms preferred. 






eee eee ee eee eee eee eee eee eee eee ee eee eee 


OPP Pee ee eee eee eee eee ee eee eee eee 





PROFIT CHARTS—25c. each; an accurate method of figuring 
an Pelee ciara, Mee 


Pee eee ee eee eee ee eee eee eee eee ee 


WRITE FOR OUR FREE BOOKLET ON STOCK-TURN. 


MERCHANTS SERVICE DEPARTMENT 


Boot and Shoe Recorder 
209 So. STATE STREET CHICAGO, ILLINOIS 
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Named Vulcan Works 
Manager 


PorTSMOUTH, OHIO—C. M. Searl, 
president of Vulcan Corporation, an- 
nounces the appointment of Harry W. 
Darragh as general works manager ef- 
fective July 12. This announcement 











will be of interest to the shoe industry 
as a whole and particularly to Mr. 
Darragh’s many friends in the industry. 

Mr. Darragh became associated with 
Vulean Corporation in 1919. In 1922 
he was placed in charge of the engi- 
neering department where he super- 
vised the building of equipment for the 
St. Louis Last Plant, Wisconsin Lum- 
ber Mill, Johnson City, Portsmouth and 
Effingham Heel Plants. 

In 1927 when the Effingham plant 
was opened Mr. Darragh was sent there 
as superintendent and in 1928 promoted 
to manager, which position he has held 
until his recent appointment as general 
works manager of the Corporation. 


Dates Set for Distribution 


Conference 


Boston, Mass.—Daniel Bloomfield, 
manager of the Retail Trade Board of 
the Boston Chamber of Commerce, an- 
nounces that October 2 and 3 have been 
selected as the dates on which is to be 
held the annual Boston Conference on 
Distribution. The Hotel Statler, as is 
customary, will be used as conference 
headquarters. Cooperating with the 
Retail Trade Board are the Harvard 
University Graduate School of Business 
Administration, the Massachusetts In- 
stitute of Technology and the Boston 
University College of Business Admin- 
istration. 

Among chairmen of the various ses- 
sions of the conference are Dr. Karl T. 
Compton, president of the Massa- 
chusetts Institute of Technology; P. A. 
O’Connell, president, E. T. Slattery Co., 
of Boston; William M. Rand, vice-presi- 





1939 


rich, authentic colors that 
match popular shades of 
upper leathers 


sock linings that lay flat 
in the shoe—do not wrin- 
kle or scuff 


3 


a fine, leather-like sur- 
face that resists wear— 
keeps its good looks. 


RELETHA 


make shoes look like 
better values ! 


Its smooth, durable, leather- 
like surface ... color- 
matched to current upper 
leathers . . . is an asset to 
any shoe. Not only makes 
them look better . . . but 
really makes them better 
. . » for RELETHA is a 
quality material that has 
durability and satisfaction 
all the way through. Ask 
your manufacturer .. . or 
write us today. 


PROSPECT MILLS CORP. 
15 Chestnut St. 
CAMBRIDGE, MASS. 


REL E eee 


QUALITY SUBSTITUTE 
LININGS and HEEL PADS 


SOCK 


dent, Monsanto Chemical Co.; Dr. 
Nathan Isaacs, Professor of Business 
Law at Harvard University; and Ward 
Melville, President, Melville Shoe Cor- 
poration. 

General subjects to be discussed in- 
clude “Important Trends Affecting 
Distribution,” “Some Practical Appli- 
cations of Science and Invention to 
Distribution,” “Regulation of Business 
Practice” and “Distribution Costs and 
General Marketing Problems.” 

The roster of speakers to date in- 
cludes Dr. O. M. W. Sprague, Professor 
of Banking and Finance, Harvard 
Graduate School of Business Adminis- 
tration; Charles F. Kettering, Presi- 
dent, General Motors Research Corpora- 
tion; H. Napier Moore, Editor, Mac- 
lean’s Magazine, of Toronto; Don 
Francisco, President, Lord & Thomas; 
Paul Hollister, Vice-President, R. H. 
Macy & Co.; Colonel Robert A. Roos, 
President, Roos Bros., Inc., San Fran- 
cisco; Dr. Harlow S. Person; Charles 
F. Hughes, Business News Editor, New 
York Times; O. Fred Rose, Editor, 
“Radio and Television Retailing”; 
Harry Boyd Brown, Philco Radio and 
Television Corporation; A. E. Pitcher, 
E. I. du Pont de Nemours Co.; Walter 
S. Lemmon, International Business Ma- 
chines Corporation; Games Slayter, 
Owens-Corning Fiberglas Corporation; 
R. J. Wise, Western Union Telegraph 
and Cable Co.; Philip Salisbury, Ex- 


FOR LEATHER 


ecutive Editor, “Sales Management”; 
J. Frederick Dewhurst, The Twentieth 
Century Fund; Elmer L. Ward, Presi- 
dent, Goodall Co., Cincinnati; Arthur 
Lazarus, Day & Zimmerman, New York 
City; Raymond W. Miller, President, 
Agricultural Trade Relations, Inc., 
Stockton, Cal.; John R. Lyman, U. 8S. 
Department of Commerce; M. M. Zim- 
merman, Publisher, “Super Market 
Merchandising”; and Dr. Vergil D. 
Reed, U. S. Bureau of the Census. 


Push Polish Sales 


MONTGOMERY, ALA.—‘“Our salesmen 
have been instructed to push the sale 
of shoe polish as an extra item with 
every pair of shoes,” says E. Toronto, 
owner and manager of Vanity and 
Kaber’s shoe stores in Montgomery 
and other Southern cities. Profits from 
this extra item, and a small line of hose 
and shopping bags pay the rent in full 
for Mr. Toronto’s stores. Nine out of 
ten shoe sales bring a sale of polish, 
too, say salesmen in these stores. 


J. & P. Store Moves 


MANCHESTER, N. H.—The J. & P. 
Shoe Store, formerly located at 205 
Hanover Street, has been moved to 380 
Chestnut Street. It was formerly 
known as the Model Shoe Store. 
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SALESMEN WANTED 


LINE WANTED 


HELP WANTED 





ESt4ssenED line of children’s shoes car- 
stock on strai i 

May be carried. os a side ine. Address #368, 

care Boot & Rorerder, 239 West 39th 

Street, New York, ag 





ALESMAN with established territory, to ar 

a general line to retail trade in New York, 
Pennsylvania and New Jersey. Liberal draw- 
ing ainst commission, Address #372, care 
Boot re, teal 239 West 39th Street, 
New York, Y. 

ALESMEN - all territories-——by prominent 

manufacturing concern making outstanding 
popular * line of Women's be sole slip- 


pers an Cc € 
roposition. Reply Box 149, South Norwalk, 


“onnecticut. 





STABLISHED LINE of children’s shoes 
for Connecticut carried in stock on straight 
commission basis. May be handled as a side 
line. Address #379, care Boot Shoe sd 
corder, 239 West 39th Street, New York, N. Y. 


HOE SALESMAN for Upper ‘and Western 

New York State; must have strong follow- 
ing for a strong, ‘fast line. Address #380, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, rf 


IDE LINE SAL ESMAN—For "West Vir 

ginia —- Michigan — North Carolina — South 
Carolina — Georgia — Ohio— New York State— 
Line of growing girls’ Goodyear stitched sports 

$2.00 retailers carried in stock—5% commis 
sion. Address #382, care Boot & Shoe Re- 
corder, 140 Federal Street, Boston, Mass. 


E have opening in a top volume territory in 

the South Central States for a top notch 
salesman. Our line is strictly a Novelty line 
of Women’s Footwear retailing at popular prices 
and has been sold in this territory for many 
vears. . ~¥ services of an experienced road 
salesman who desires a money making connec 
tion. Address #384, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 





CHOE SAL _ESMEN with following among 

high rated accounts, all territories open, will 
allow drawing when results justify, fine men’s 
footwear. Easy sellers, commission basis. Ad- 
dress: J. Haskell Romsey Mfgrs., 19 Whiting 
Street, North Attleboro, Mass. 








Crea Low Priced Line Felt Satin and 
Leather Slippers for Washington and Ore- 
Address #375, care Boot Shoe Re- 
order, 239 West 39th Street, New York, N. » # 
NAPPY Line Women’s Novelty Shoes, low 
ur medium priced for Washington and Ore- 
gon. Address #376, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 
IDE LINE SALESMAN WANTED for 
Northwest, also California, to carry low 
priced semi- -hard sole slippers as side line. Must 
cover all towns thoroughly. Address 7377. 
fare Boot & Shoe poeeeer, 239 West 39th 
Street, New York, N. 











EN’S AND —s LINE WANTED: Ex- 

perienced salesman with fine buyer-acquaint 
ance in New York, Philadelphia, Baltimore, and 
Washington is open for a good medium grade 
line of men’s and boys’ shoes. Has covered this 
territory for years and has a splendid record 
of sales to his credit. Best of references fur- 
nished from dealers and manufacturers. For 
further :nformation address #381, care Boot & 
Shoe Recorder, 239 West 29th Street, New 
York, N. ¥ 


West COAST LINES WANTED: 
enced and well known shoe salesman, travel- 
ing West Coast, with headquarters in Los An- 
geles, seeks non-conflicting lines of women’s 
sandals, novelties or sport shoes. Address 
Harry R. Lokey, Bancroft Hotel, 40 West 52nd 
Street, New York City. 


Experi- 





POSITION WANTED 


SHOE BUYER: Available September ist. Fif- 
teen years’ successful department store ex- 
perience, handling volume from $350,000 to 
$600,000. Fashion minded promoter, sound 
business builder, steady profit maker: especially 
capable in developing personnel. Address #373. 
care Boot & Shoe es 239 West 39th 
Street, New York, N. 


YS MANHEIM WILL TAKE COM- 
PLETE CHARGE OF YOUR WINDOW 
TRIMS. EVERY DETAIL ATTENDED TO. 
LOOK AT MY SIX COMPLETELY TRIM. 
NED WINDOWS IN THE SHOWROOM 
OF THE DOWNTOWN DISPLAY COM. 
PANY, 136 West Broadway, New York City 
1 AM READY TO SERVE YOU! LET’S 
MAKE A DATE! JACK MANHEIM, WIN 
DOW_TRIMMER, 218 Kingston Ave.. Brook 
lyn, N. Y. Telephone : Slocum 6-6241 








ADVERTISING MAN 
Available after September I st 


18 years’ broad experience in shoe in- 
dustry — as advertising manager for 
manufacturers, jobbers, and retailers. 
Was in charge of appropriations up 
to half million dollars. Original copy- 
writer and creative merchandiser. Can 
cooperate effectively with sales and 
dealer organizations. In middle thir- 
ties. Salary and location secondary to 


opportunity. 
Address Box 371, Care of BOOT AND SHOE 
RECORDER 239 West 39th Street, New York City. 














WANTED: 


Experienced Lasting and Making Room Fore- 
man in New mekes nd factory making shoes 
and slippers, Mc Littleway and Cement 
Processes. 

Give careful detail as to previous experi 
ence, also age, references and salary desired. 


Address 374, care BOOT AND SHOE —_—— 
239 West 39th Street, New York, Y. 











MANAGER for Southern Shoe Store—must 
have department or chain store training and 
able to trim windows—keep unit control—ex- 
cellent salesman. Give complete information, 
experience, salary wanted. References. Ad- 
dress #383, care Boot & Shoe Recorder, 140 
Federal Street, Boston, Mass. 





FOR RENT 


ADIES’ SHOE DEPARTMENT to sub-lease 

in RADIO CITY, completely equipped, air 
conditioned. 25,000 girls employed in the Cen 
ter. Rent $400. Reply: Smith Shoes, Inc., 53 
West 49th Street, New York City. 











FOR SALE 


WELL ESTABLISHED SHOE STORE, 18 
years, modern new front and interior, low 
rent, good lease, carries nationally known 
brands. No chain competition. Near New 
York; has excellent reputation and following in 
town. Owner has other interests. Address 
#378, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





SHOE STORE, complete; single space shelv 
ing, four thousand pairs; chairs, rugs, safe, 
incidentals; good location, Sarasota, Florida 
Rents seventy-five dollars first year, one hundred 
second; three Santee fifty dollars takes it 
Venetian Boot hoppe, Inc., 35 North Miami 
Avenue, Miami, Florida. 


















HOE BUYER AVAILABLE: 36 years old, 
eighteen years’ shoe experience; eleven years’ 
department store buying; medium to high price 
women’s and children’s shoes only. Style and 
promotion minded. Expert on stock control and 
ge’ eral department store operation. Best refer- 
ences. Available now, through no fault of his 
own. Married, family, gentile; go anywhere for 
a future and permanence. Address #385, care 
& Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 























The rate for “Position and Lines 
75 cents. For all 





Ww 
or other 
twelve 


classified 


words should be added for the address. In 


The rate for all display classified advertisements is $5.00 an inch with « maximum of 46 words. 
payable advance. 
must be in our New Yark office on Friday of the week preceding publication “™® 


CLASSIFIED ADVERTISING RATES 


anted” advertisement is 4 cents per word for all undisplayed 
advertisements the rate is 7 cents per word. Minimam 


all other cases cach w 
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MERCHANTS’ NEEDS 


WANTED TO PURCHASE 


FOR LEASE 











BRANNOCK SHOE- 
FITTING SYSTEM 
1 INCREASE REPEAT SALES 
Satished customers return 
@ ATTRACT NEW CUSTOMERS 
One tells others 
3 SAVE % OF FITTING TIME 
Cut down 








Cuban Shoe Merchant 
Visitor Here 


BALTIMORE, Mp.—Evaristo Arrinda, 
of the firm E. Arrinda & Hno., Havana, 
Cuba, accompanied by wife and son, 
this past week paid a visit to D. Myers 
& Sons, Inc., Baltimore, where he com- 
pleted his fall purchases of Myers 
Shoes. Mr. Arrinda then left to visit 
the World’s Fair in New York. 

Mr. Arrinda’s visit was, as he ex- 
plained, in the nature of a courtesy 
visit to Elkan R. Myers, who last year 
visited him in Cuba. 


Walter P. Cahill Resigns 
From Graton & Knight 


Worcester, Mass. — Announcement 
has been made of the resignation of 
Walter P. Cahill, general superinten- 
dent and member of the Board of Direc- 
tors of Graton & Knight Company, 
Worcester. Mr. Cahill has been with 
Graton & Knight Company approxi- 
mately twenty years. 


Size Check System 
Improves Sales 


LARAMIE, WYOMING—Sales of men’s 
shoes have been increased more than 
20 per cent in the last year by Royer 
and De Hart through use of a weekly 
size check system. 

“Like a good many other family 
stores in smaller towns we were form- 
erly inclined to let our men’s sizes run 
down,” explains partner C. E. De Hart. 
“An elaborate stock control system isn’t 
practical in a store of this size. And 
because of the greater turnover in that 
line we didn’t feel any need for it in 
women’s shoes. We kept up with the 
women’s stock in the regular process 


SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 


BARIS SHOE COMPANY, Iac. 
79-81 READE STREET, NEW YORK, WN. Y. 
Telephone WORTH 2-5180-518! 








WE BUY 
Entire or poy -- Zasiennie and w- 
Stocks randed Shoes such 
Walk Rina Florsheim, Bnna-Jettick, Vital. 
ity, Arch Preserver, 


Quality, Boe- 
tonians, Stetson, Red Cross, Nunn-Bush, Ete. 
IRVIN BUBIN 
“The House of Jobe”’ 

88 Reade St., Cor. Church 
Phone Barclay 17-7887 New York City 








Buyers of Surplus Stocks 
We wilt buy surplus or ontire stecks ef shoes 
from or 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO.., Inc 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 











of sales work. With men’s shoes it was 
a different matter. We gradually came 
to realize that we just weren’t keeping 
up on sizes in the men’s line. 

“So we started going through the 
men’s stock once a week. We began 
ordering far enough ahead to make 
sure that we were never out of a size 
in any reasonably good number. It was 
surprising how soon men’s business be- 
gan to pick up.” 


Dr. Scholl’s Shop Moving 


Syracuse, N. Y.—Dr. Scholl’s Foot 
Comfort Shop will move from its pres- 
ent location in the State Tower Build- 
ing to larger quarters at 436 South 
Warren Street the week of August 21. 

C. A. Anderson, manager of the 
Syracuse store, states that the new 
shop will offer every device and ser- 
vice for the diagnosis and correction 
of foot troubles and the proper fitting 
of shoes. The new store will be 172 
feet in depth, giving it approximately 
three times the floor space of the old 
location which the company has oc- 
cupied for the past three years. 


Early Interest in Fall Shoes 


ALBUQUERQUE, NEW Mexico—The 
shoe stores here following a successful 
season have almost cleaned out all Sum- 
mer stock of white shoes. With the 
weather indicating hints of an early 
Autumn, great enthusiasm is being 
shown in Fall shoes. Display windows 
are showing Fall and Winter clothing 
and shoe stores are right in stride. 
Black in footwear seems to predominate 
followed by brown, dark blue, dark 
green, chateau wine, materials being 
doeskin, suede, suede with calf or rep- 
tile trimming. 


LOCATE HERE! 
132 WEST BROADWAY 


(NEAR DUANE ST.) 
“In Heart of N. Y. Shoe District’ 
2 Stores, 12x50; will divide. 
3 story bldg. Moderate Rental 


WARREN L. MARKS—DANIEL BRENER, Inc. 
136 E. 57th, N. Y., Wiek. 2-3553 





Shoe and Leather 
Colors for Spring 


New YorK—Thirteen colors for 
men’s shoes, consisting of four new and 
nine repeated shades, have been chosen 
for Spring, 1940, by the joint commit 
tee of tanners, shoe manufacturers and 
shoe retailers, in cooperation with the 
Textile Color Card Association. To as- 
sist the committee in the selection of 
these colors, Margaret Hayden Rorke, 
managing director of the color organi 
zation, cabled her report from Europe. 
based on extensive research at style 
sources abroad. 

Advance swatches of all the colors 
have just been issued to the Textile 
Color Card Association’s members in 
the shoe and leather industry. The 
names for the new shades will be an- 
nounced shortly. Comprising the group 
of Town Colors are a new ruddy brown 
and three repeated shades, Scotch 
Brown, Yorktan and Barolo. Classified 
as Country Colors are the repeated 
shades, Pheasant Tan, Bracken Tan, 
French Cognac, Spur Grey and Heath 
Grey. In the leisure sports category 
are three new tones, a dark navy, 
maroon and green, and the repeated 
color, Tanwood. 

Classified as basic colors for women’s 
Spring shoes are a new dark navy 
blue and India Brown, repeated from 
the 1939 Spring Card. In the category 
of special purpose colors are four new 
tones, a reddish brown, a beige, a 
cognac or rust version and a light 
navy blue. 

In addition to the above six shades, 
a group of ten pastels and brilliant 
hues were selected for sports and eve- 
ning wear. These shades, it was pointed 
cut, have not the general importance 
of the first six colors mentioned, but 
are suggested as an additional fashion 
theme for special promotion. In the 
pastel collection are tones of pink, blue, 
lime, turquoise or aqua, coral, yellow, 
violet and fuchsia. In the brilliant 
group are blue and red. 


New Shoe Store Opens 


Paris, ARK.—The Clyde Shoe Store, 
on South Elm St., in the old post office 
building, opened recently under the 
management of Clyde Francisco, of 
Springdale. Extensive remodeling is 
being done on the building. 





